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YOU CAN PUT YOUR FAITH IN PATHE-THE ONLY 
MAJOR INDEPENDENT FOR ALL YOUR FILM SERVICES 


_ 


CALL OR WRITE 


Laboratories, Inc. 


HOLLYWOOD 6823 Santa Monica Blvd. * HOllywood 9-3961 * NEW YORK 105 East 106th Street © TRafalgar 6-1120 


GREAT MOTION PICTURES ARE PROCESSED BY BDlbé 


ve. 0 subsidiary of CHESAPEAKE INDUSTRIES, INC. 
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v the business man’s 
roach results in films 


fitable to CLIENTS... 


_making of business films, production talent is not 
h. Ahead of that comes ability to analyze a problem 
joint the objectives . . . set up procedures that will 


be objectives with dramatic power. 


ibility is not easily come by. At Caravel it has been 
| through the making of hundreds of business films, 
to a specific purpose. For leading corporations, 


some of whom have been our clients for more than 20 years. 


We have great respect for talent. But we have even greater 


respect for talent tempered by sound judgment. 


If you are considering one or more films in your 1953 


budget... and if you favor the business man’s approach ee 
an early meeting may be mutually profitable. You have only 


lo say when and where. 


CARAVEL FILMS== 


INCORPORATED 
730 FIFTH AVENUE +» NEW YORK + TEL. CIRCLE 17-6110 
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Keeps Your Secrets, too! 


Pathé considers itself a “member of your 
family” when it serves your processing 
needs. Not only do you receive the finest 
in service — backed up by unparalleled 
film and processing quality — but it is part 


of Pathé’s professional attitude to respect 


your confidence to the smallest detail. 


YOU CAN PUT YOUR FAITH IN PATHE-THE ONLY 
MAJOR INDEPENDENT FOR ALL YOUR FILM SERVICES 


a CALL OR WRITE 
( / 
Laboratories, Inc. 


HOLLYWOOD 6823 Santa Monica Blvd. * HOllywood 9-3961 * NEW YORK 105 East 106th Street * TRafalgar 6-1120 


GREAT MOTION PICTURES ARE PROCESSED BY G he 


crorcrories, is subsidiory of CHESAPEAKE INDUSTRIES, INC. 
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How the business man’s 
approach results in films 


profitable CLIENTS... 


I’ THE making of business films, production talent is not 
enough. Ahead of that comes ability to analyze a problem 
. + + pinpoint the objectives . . . set up procedures that will 


meet those objectives with dramatic power. 


This ability is not easily come by. At Caravel it has been 
acquired through the making of hundreds of business films, 
each shaped to a specific purpose. For leading corporations, 


some of whom have been our clients for more than 20 years. 


We have great respect for talent. But we have even greater 


respect for talent tempered by sound judgment. 


If you are considering one or more films in your 1953 
budget... and if you favor the business man’s approach... . 


an early meeting may be mutually profitable. You have only 
to say when and where. 


ZCARAVEL FILMS== 


INCORPORATED 
730 FIFTH AVENUE + NEW YORK + TEL. CIRCLE 7-6110 
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Good enough is really not good 
enough these days, particularly in the field of 
film communications. ..Today’s audiences have 
seen too many quality films in theaters and in 
their homes to be satisfied with a trite, amateur- 
ish approach to the presentation of any story on 
film. .. Perceptive and experienced buyers of 
business films know that audiences cannot be 
informed or favorably influenced by films which 
do not arouse attention and sustain interest. . . 
Our team of top writers, directors, artists and 


technicians insure superior film communications. 


John Sutherland Productions, Incorporated 


LOS ANGELES 
201 North Occidental Boulevard 
Los Angeles 26, California OUnkirk 85121 


NEW YORK 
33 East 48th Street 
New York 17, New York Plaza 5-1875 


DETROIT 
6560 Cass Avenue 
Detroit 2, Michigan TRinity 2-2260 


FILM OF 


THE MONTH 


ve It would be difficult these days 
to find anyone who isn’t aware 
that oxygen is essential to life it- 
self or that man can do without 
food and water a lot longer than 
he can do without oxygen. But 
many of these same people regard 
the use of oxygen in the treat- 
ment of sickness and accident with 


a certain amount of misapprehen- 
sion and misunderstanding. 

To clear up these faulty and erron- 
eous notions about oxygen, the 
Linde Air Products Company, a 
division of Union Carbide and 
Carbon Corporation commissioned 


John Sutherland Productions to 
write “Breath of Life,” a 13-min- 
ute, animation film in full color. 
Primarily designed for hospital 
superintendents and their staffs, 
“Breath of Life” also has appeal 
for the general public. Not only 
does it present factual information 
believably and understandably but 
the film itself is entertaining. It 
demonstrates the various applica- 
tions of oxygen therapy, empha- 
sizes the care with which hospital 
attendants administer this life- 
giving substance, and shows why 
all patients may justifiably have 
confidence in the trained use of 
oxygen in the treatment of acci- 
dent and sickness. 


“Breath of Life” is another exam- 
ple of the superior business film 
the film with the Sutherland touch 

which combines quality enter- 
tainment with factual informa- 
tion to produce maximum results 
for its sponsor. 
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Scenes like this from movie,“Land of Promise,” project Northeast Ohio's new stake in world trade once the St. Lawrence Seaway is opened. 


How Filmosound showed 7OOO business leaders 


the opportunity of the St. Lawrence seaway 


By using audio-visual communication at its best, the Cleve- 

land Electric Illuminating Company has brought home to 

men of industry the great opportunities Northeast Ohio will 
gain from the St. Lawrence Seaway. 

Bell & Howell Filmosound projectors are used widely to show 
their award-winning film, “Land of Promise.” The film has been 
seen by 7000 officials of 600 companies. It has been viewed by 600 
civic and service groups. The Illuminating Company reports this 
film promotion has developed nearly a half-billion dollars of indus- 
trial construction “leads.” It has opened doors, established con- 
tacts, provoked thought and action by men of vision and decision 

Because the Filmosound can be counted on for brilliant, trouble- 
free projection in business, church and school, this famous Bell & 
Howell 16mm sound projector outsells all others. 

Ask your dealer for a demonstration, or write for our free bro- 


chure. Bell & Howell, 7108 McCormick Road, Chicago 45, Illinois. 


FINER PRODUCTS THROUGH 
IMAGINATION Bell & Howell 


Special features of the Bell & Howell Filmosound 385 
include: exclusive all-gear drive, straight-line optics, 
flickerless projection, 15-watt amplifier, 8-inch 
speaker, sound-insulated doors, positive tilt control 
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IN HOTEL ROOM 


With standard screen 


IN CONFERENCE ROOM 


with only 


ON SALES COUNTER 


MOVIES 


where 


IN THE AUDITORIUM ) 


eee the TSI-Duolite 


Yes, we mean anywhere .. . even in lighted rooms. 
With the Duolite you can show 16 mm movies in many 
places that were never before practical. The Duolite 
has a large built-in TV size screen that gives you 
beautiful picture reproduction without the fuss and 
bother of setting-up a screen or darkening the room. 
Yet, when you want to use a standard external screen, 
the same projector can be used. Just a flip of the 
lever and you're ready to go. 


The built-in screen allows movies to be shown anyplace 
you can set the projector down and plug it in. Think 
of that! Think what that could mean in terms of your 
doubling or even tripling the use of your films. Salesmen 
love the Duolite. It's so easy to set-up and operate. 
They don't have to lug around a separate screen and 
other equipment. Sales films can be shown right on 
the prospects desk without any disturbance at all. 
Any room big enough for a desk is big enough for 
a Duolite show. 


Write today for free literature and complete specifi- 


cations on the Duolite. If you wish, a demonstration 
can be arranged at no obligation. 


TECHNICAL SERVICE, INC. 


30865 FIVE MILE ROAD * DEPT. C * LIVONIA, MICH. 


West Coast Office: 4357 Melrose Ave. + Hollywood 29, Calif. + Phone Normandie 5-6621 
Canadian Distr.: W. Caldwell, Ud. « 447 Jarvis St. Toronto 5, Ont. 
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For information and price 


list, write, phone or wire 


byron 
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byron 
color-correct’ 


negative-positive 
color process 


using EK 35mm and 16mm negative 


for 16mm release 


Laboratory 1226 Wisconsin Ave., N.W., Washington 7, D.C. DUpont 7-1800 
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EVERYTHING FOR 


EASTERN PRODUCTION 


LIGHTING 
EQUIPMENT 


Incandescent 
Equipment 


H. |. Arc Equipment 
Choke Coils 
Dimmer Equipment 
Cables 

Boxes and Boards 
Diffusers 

Bulbs 

Generator Sets 

TV Scoops 


GRIP 
EQUIPMENT 


Reflectors 

Ladders and Steps 
Parallels 

Dollies 
Microphone Booms 
Scrim Flags 

Black Flags 

Dots 


Stands 


PROPS 


Catalogs upon request 


Circle 6-5470 
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333 West 52nd Street * New York 19, N.Y. 


Business Screen Annual Film Awards Review: 


24 Motion Pictures and Sound Slidefilms Honored 
by National Committee on Films for Safety 


I NpUsTRY'’S EXTENSIVE use of both 

motion pictures and sound slide- 
films for the urgent task of safety 
education continued to be demon- 
strated as sponsored subjects domin- 
ated the 1956 award competition 
sponsored by the National Commit- 
tee on Films for Safety. 

Among the 21 motion pictures 
honored as the outstanding accident 
prevention films produced in 1955, 
17 motion pictures were sponsored 
productions. Three sound slidefilms 
cited were also sponsored. Syndi- 
cated and other independent produe- 
tions won the remaining four 
awards. 

Representing 22 national organi- 
zations, the National Committee on 
Films for Safety makes annual 
awards for safety films in the fields 
of trafic, occupational, home and 
general safety. John B. McCullough, 
director of technical services for the 
Motion Picture Association of 
America, is chairman of the com- 
mittee which strives to improve pub- 
lic knowledge of accident preven- 
tion measures through visual means. 

National Safety Committee award 
winners included: 


Occupational Motion Pictures 


Bronze Plaque awards to—The 
Days of Our Years, produced by 
Dudley Pictures Corp. for Union 
Pacific Railroad Company, and 
Ground Safety on the Flight Line, 
produced by Sam Orleans & Asso- 
ciates, Inc., for the United States 
Air Force. 

Certificate Awards of Merit in the 
Occupational Safety category went 
to these motion pictures— Assign- 
ment: Safety, produced by Parry 
Films Lid. for British Columbia 
Lumber Manufacturers Assn.; 
Crane Operation, Safety Precau- 
tions, produced by MPO Produe- 
tions, Inc., for the U.S. Navy; Safe 
Passage, produced by Raytheon 
Manufacturing Company; Safe Pole 
Climbing Training, produced by 
Texas Industrial Film Company for 
Southwestern Bell Telephone Com- 
pany; Signs Without Words, pro- 
duced by Vogue-Wright Studios for 
International Harvester Company; 
Under Control, produced by Henry 
Strauss & Company for Esso Stand. 
ard Oil Company. 

Sound slidefilm winners in the 
Occupational Safety category were 

( plaque} Take Another Look, 
produced by Vogue-Wright Studios 
for Hardware Mutuals, and a cer- 
tificate award to Look Up and Live, 
produced by Pearson & Luce Pro- 


ductions for Pacific Gas & Electric 
Company. 


Traffic and Transportation 
Motion Pictures 


Plaque awards to—-The Case of 
Officer Hallibrand, produced by 
Wilding Picture Productions, Inc.. 
for the Ohio Oil Company; I’m No 
Fool on a Bicycle. produced for syn- 
dication by Walt Disney Produe- 
tions; Noontime Nonsense, pro- 
duced by and for the National 
Safety Council. 

Certificate awards in this group 
of traffic safety films were presented 
to Chain Reaction, produced by Ro- 
land Reed Productions, Inc., for 
American Transit Association: 
Don't Skid Yourself, produced by 
Aetna Casualty & Surety Company: 
Lakewood Learns to Live, produced 
by F. K. Rockett Company for AAA 
Foundation for Traffic Safety; Play 
It Safe, produced by MPO Produc- 
tions for Johnson & Johnson. Win- 
ning a sound slidefilm certificate in 
this category was Last Stop, pro- 
duced by Paragon Pictures, Inc., for 
Zurich-American Insurance Cos. 


General Motion Pictures 


Plaques were awarded to—The 
Flight Decision, produced by Film 
Originals for National Association 
of State Aviation Officials and AO- 
PA Foundation, Inc.; /’m No Fool 
with Fire, produced by Walt Dis- 
ney Productions; Small Craft Safety. 
produced independently by Herbert 
Kerkow, Inc. Certificate holders in 
the General category were: Let's 
Think and Be Safe, produced by 
Portafilms and Tomorrow We Hunt, 
produced by New Hampshire Fish 
and Game Department. 

In the Home Safety category, a 
certificate award went to the mo- 
tion picture, You're in Charge, pro- 
duced for the National Safety Coun- 
cil. 

+ * 

Gordon Enterprises Adds Plant 
Facility in North Hollywood 

® Expansion of Gordon Enterprises, 
camera manufacturers of North Hol- 
lywood, California, went forward 
recently with the purchase of a 
10,000-square-foot building for ad- 
ditional plant space. 

The newly-purchased property is 
located on the Northwest corner of 
Cahuenga and Chandler Blvds., 
North Hollywood, across the inter- 
section from the firm’s 41,600. 
square-foot main plant and execu- 
tive offices at 5362 North Cahuenga 
Blvd. 
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The Ford People 


No matter how large or complex or mechanized a business may 
become, its success is still the sum of human effort — of people 
coordinated to increase productivity, to create more jobs, to keep 
the economy humming, In recognition of the importance of every 
individual in its far-flung operations, Ford Motor Company has 
sponsored a highly effective new film, “The Ford People” . . . em- 
phasizing that the quality of a product depends on the men and 
women who produce it. 
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MOVIELAB FILM LABORATORIES, INC. 


619 West 54th Street, New York 19, N. Y. JUdson 6-0360 


Sight and Sound 


NEWS OF GENERAL INTEREST 


National Film Board Chief 
Addresses 79th SMPTE Guests 
* By speaking to the individual, the 
film, artistically and 
honestly produced, can be an im- 


documentary 


portant tool in maintaining stability 
in a democratic society and can help 


solve international 


national and 
problems. 

This was the theme of a speech 
by Dr. Albert W. Trueman, chair- 
man of the National Film Board of 
Canada, who spoke to members of 
the Society of Motion Picture and 
Television Engineers during SMP- 
TE’s 79th semiannual convention, 
April 30-May 4 at the Statler Hotel, 
New York. 


The documentary has been of 
particular value as an educational 
tool, Dr, 
it challenges interest and provides 
information which can be related 
to the viewer's personal experience. 

He said that picture 
production, technical developments 


Trueman noted, because 


motion 


and facilities in Canada have been 
steadily. The National 
Film Board of Canada produced 
487 reels in 1955, all of which were 
documentary films or parts of docu- 
mentaries, he added. 

The SMPTE meeting featured 20 
technical sessions and an equipment 
exhibition. Members taking a field 
trip to the Rivoli Theatre, May 1, 
heard a description of the Todd-AO 
process by Dr. Walter Zigmund, 
assistant director of research of the 
American Optical Company. 


increasing 


Religious Film Conference 
Set for Chicago on July 22 
*A_ Religious 


ference 


Audio-\ isual Con- 
held at the Hotel 
Sherman in Chicago on Sunday, 
July 22, sponsored jointly by the 
National Council of Churches and 
the Church Federation 
Chicago. 


will be 


of Greater 


Delegates will see and hear how 
a program using audio-visuals works 
in a large church and a small 
church. Problems related to the use 
of a-v in a religious education pro- 
gram will be discussed and a series 
of previews of the latest religious 
materials will be shown. 

Those registering for this confer- 
may attend the NAVA 
Trade Show and arrangements have 
worked out with the 
tional Film Library Association so 
that all registrants may participate 
in their program on Saturday, July 
21. For further information on these 
meetings, write to the National 
Audio-Visual Association, 2540 


ence also 


been Educa- 


kastwood Avenue, Evanston. Ill. or 
to Rev. Milton Heitzman, National 
Council of Churches, 257 Fourth 


Ave.. New York 10, N.Y. We 


10th Edinburgh Film Festival 
to be Held Aug. 19-Sept. 9 

* The 10th International Edinburgh 
Film Festival will be held in that 
Scottish cultural center August 19- 
September 9. 

The Festival will open with a spe- 
cial performance attended by not- 
able film personalities. Other “gala 
will be given on 
August 26, September 2 and Sep- 
tember 9. 


performances” 


The regular program of 
performances will be held on the 
afternoon and evening (and morn- 
ing as announced) of each week-day 
throughout the three weeks of the 
Festival in the Cameo Cinema, Toll- 
CT OSS, 

Petroleum Institute Films 
Seen by 18 Million in ‘55 
* Motion pictures produced by the 
American Petroleum Institute, and 
its public relations arm, the Oil In- 
dustry Information Committee, were 
seen by 18,000,000 persons in 1955, 
according to OIC Executive Direc- 
tor H. B. Miller. 

Both professional distribution 
agencies and the OIIC’s nation-wide 
organization volunteer oil men and 
women participated in arranging the 
many showings, Miller said. 

“Our figures indicate that profes- 
sional distribution agencies and our 
field volunteers arranged for no less 
than 92,500 showings of API-OLIC 
motion pictures in 1955,” the Ex- 
ecutive Director stated. 

“Total audiences involved, by ac- 
tual count, are close to 12,500,000 
individuals.” 

“In APL-OLC motion 


pictures are shown frequently on 


addition, 


television. It is reasonable, and 
probably conservative, too, to as- 
sume that through television in 


1955, our motion pictures reached 
audiences in excess of 5,000,000 
persons.” 

Miller said that most television 
stations have permanent file prints 
of 24 Hours of Progress, and Cross- 
roads, U.S.A., two of films. 

Wayne University Offering 
Audio-Visual Fellowships 
* Graduate study awards for per- 
sons working toward a master’s or 
doctor's degree with a specialization 
in audio-visual education are being 
offered by the College of Education, 
Wayne University, Detroit, Mich- 
igan. 

Stipends for graduate assistance 
begin at $1,500; those for graduate 
fellowships at $2,018. Each amount 


is for the 10-month school year, 
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Sinclair 
Refining Company 


WILDING 


Sinclair Refining Company has again sponsored a motion picture 
devoted to the theme of safety. The first Sinclair safety film, 
“Miracle in Paradise Valley” produced in 1949, gained nationwide 
acclaim as one of the most effective films of its kind ever made. 
Now comes “The Incredible Journey’ a film on farm safety that 
seems likely to repeat the success of “Miracle in Paradise Valley.” 
The story involves a strangely assorted group of people aboard 
a bus. Why they are there and their destination are factors in a 
fantastic tale with great emotional impact. Created as a_ public 
service, “The Incredible Journey’” names neither the sponsor nor 
his product, but it is building good will for Sinclair in safety 


programs throughout the country. 
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My job is to put across a story. 


My sponsor spent many dollars in the 
making of the original from which | 
came. But once we prints were made 


and showings began, he neglected me. 


Now I’m damaged goods . . . dirty 

... picked up oil spots... 
beginning to buckle and curl...1 have 
many unsightly scratches .. .1 see the 
audience getting irritated, because my 
defects show up on the screen, 

As a result my sponsor is no longer 

getting full benefit from all he in- 

vested in the original and in me and 

my fellow prints. 
Yet my sponsor can correct my defects 

. in fact he could have prevented 

many of them from happening in the 


first place . . . at so little cost. 
Because | like to see an investment 
pay off, dear sponsor, ask Peerless 
how you could have started me off 
right and how, now that | am in trou- 
ble, you can have me put back in the 
pink of condition — to serve you in 


the way ! should. 


Help me to be all | can be. 


! want to live along and useful life... 


W777 


and do a good job for my sponsor. 


KERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, N.Y 
959 SEWARD STREET, HOLLYWOOD 36, CALIF 


Business Screen Annual Film Awards Review: 


Sponsored Motion Pictures Share Honors As 
Winners of Scholastic Film Awards Are Announced 


* Ten sponsored motion pictures 


were among winners of the 1955 


, National Film and Filmstrip Awards 


competition conducted by Scholas- 
and an- 
nounced for May, 1956 publication. 

entries the 


tic Teacher Magazine 


were evaluated on 


» basis of usefulness in high school 


English and social studies classes, 
They were judged by educators and 
supervisors in visual education. 
Sponsored motion picture awards 
went to: 
The Story of Light, a 10-minute 
color film produced for the Gen- 


eral Electric Company by Joop 
Geesink and Transfilm, Incorpor- 
ated. Released in connection with 


the 75th anniversary of the inven- 
tion of the incandescent lamp, the 
picture used dolls and dioramas to 
show man’s use of light through 
the ages, 


“Horizons of Hope” Is Honored 

Horizons of Hope, a 25-minute 
film sponsored by Alfred P. Sloan 
Foundation and produced by John 
Sutherland Productions. Depicting 
the progress in cancer-cure research, 
this film shows the steps science 
may take toward the elimination of 
cancer, Its complex information was 
presented so as to be comprehen- 
sible worth- 
while for professional groups. 

The Valiant Heart, 30 minutes. 
black and white, produced by MPO 
Productions for the American Heart 
with 
R. Squibb and Sons. Focussing on 
residents of Wolfeboro. N.H.. this 


film explains how a 


to lay audiences but 


Association in association 


family and 
community health groups help a boy 
through convalescence after an at- 
tack of rheumatic fever. 


Award to Ford Documentary Film 

The Town That Came Back, a 28- 
minute color subject sponsored by 
Ford Motor Company and produced 
by MPO Productions, This 
“from life” enacted 
by the people of a small Missouri 


Ine. 
documentary, 


town, shows how citizens, working 
together, can breathe new life into 
a town, 

The Pirogue Maker, produced by 
Arnold Eagle for Esso Standard Oil 
Company, NJ. In color, this film 
depicts the carving by hand of a 
pirogue canoe from a single cypress 
log. and forms an artistic docu- 
mentary of the culture and craft of 
the Louisiana Acadians. 

Spirit In the Earth, a 20-minute 
color film sponsored by P. Lorillard 
Company and produced by the late 
Alan Shilin. This film dramatizes an 


ancient Indian legend which ex- 
plains the reasons for the regular 
eruptions of the geyser. “Old Faith- 
ful.” 

Career: Medical Technologist, 24 
minutes, sponsored by the Ameri- 
can of Medical Technolo- 
gists, American Society of Clinical 
Pathologists the 
American Pathologists for the Na- 
tional 
Medical Technology grants 
from the American Cancer Society 
and the National Cancer Society and 
the National Cancer Institute. Pro- 
duced in color by Churchill-Wexler 
Productions, the documentary 


Society 


and College of 


Committee for Careers in 
under 


was 
designed to interest high school stu 
dents in medical technologist ca- 
reers. 

Other Sponsored Film Winners 

Three other sponsored winners of 
the Scholastic awards Five 
Faces of Quebec, produced by Craw- 
ley Films, Ltd., Ontario, for Mol- 
son's Brewery and entered by the 
Canadian Travel Film Library: 
VacBeth and King Richard I1, two 
kinescopes made from Hallmark- 
sponsored television presentations. 
A l6mm version of King Richard 
/1, divided into three sections of 40 
minutes distributed to 
the Institute of Visual 


were: 


each, is 
schools by 
Training. 
Produced for Print Sales 

Syndicated motion picture win- 
ners included: Nature's Half Acre, 
Walt Disney Productions; The Pil- 
grims, Eneyclopaedia Britannica 
Films, Ine.; A Family Affair, Men- 
tal Health Film Board; Thursday's 
Children, British Information Serv- 
The Grey Metropolis, Film 
Images; And Now Miguel, United 
World Films, Inc.; Psychology for 
Living Series, McGraw-Hill Text 
Films; The Steadfast Tin Soldier, 
Brandon Films, W hat 
About Drinking?—-Young America 
Films, Inc. 


Inec.: and 


Awards to Classroom Filmstrips 

Scholastic’s filmstrip victors were: 
The World We Live In Filmstrip 
Series and Atoms for Peace, Life 
Filmstrips; Etiquette, Set Me- 
Graw-Hill Text Films; Life in An- 
cient Times and American Authors 
Series, Young America Films, Inc.; 
The Living Desert Series, Encyclo- 
paedia Films, Ine.; 
Zenger and the Freedom of the 
Press, Heritage; The Middle East: 
Crossroads of Three Continents, The 
New York Times and Stories of 
Music Classics Series, produced by 
The Jam Handy Organization. 


Britannica 
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GLAMOUR 


Giamour is an ingredient which when injected into Whatever your business and however routine or 
a film story, will favorably impress audiences and prosaic it may seem, there are many things about it 
influence them tremendously. It can contribute much that when skillfully presented, will fascinate people, 
to a film’s accomplishment. and be long remembered. 


THERE IS GLAMOUR IN YOUR 
BUSINESS— AND WE CAN FIND IT. 


MOTION PICTURES 
SLIDE FILMS 


SOUND MASTERS, INC. 


ESTABLISHED 1997 165 WEST 46TH STREET, NEW YORK 36, N.Y. 


J 
: 
: 
PLAZA 7°6600 


quality plus absolute film protection — 16mm WIDE SCREEN SYSTEM for 


showing more product, captivating your audience —1600 ARC PROJECTOR 


for ultra large audiences of theatre size with professional results, yet 


portability -MIXER MAGNESOUND for adding magnetic sound 


economically to your films — MOBILE PROJECTOR STAND for showings 


and storing equipment — CINESALESREEL for continuous movies 


at point of purchase without rewinding and rethreading — SILENT 16 


time and motion study, has rheostat speed control, forward-reverse and 2000’ reel 


capacity — MAGNASCOPE V200 for enlarging microscopic 


specimens hundreds of diameters and projecting them on a movie screen or 


table top. WRITE gy TODAY FOR THE COMPLETE STORY 


Dept. L-56 Davenport, lowa, U.S. A. 
New York — Chicago 


Quality Motion Picture Equipment Since 1910 


SIGHT AND SOUND 


Canadian Producers Survey 

Attitudes of Dominion Sponsors 
* The Association of Motion Pic- 
ture Producers and Laboratories of 
Canada recently assigned Gruneau 
Research Limited to gauge the atti- 
tudes of Canadian business toward 
the film medium, other than TV 
spots. A hundred top executives of 
Canadian companies, associations, 
and advertising agencies were in- 
terviewed by trained personnel from 
Gruneau Research Limited in Mon- 
treal, Toronto, Hamilton and Van- 
couver, These hundred men were 
selected on a representative basis to 
give a factual report on the atti- 
tudes of business in general to the 
work of Canadian film companies. 

The study reveals a wide-spread 
use of the medium. Two-thirds of 
the respondents had used films, 
apart from TV commercials, within 
the past two or three years. Main 

use to which these were put was in 
the area of public relations. Of the 
sixty-two executives whose organi- 
zations had used films recently, 49 
said they served in a public rela- 
tions program. Other extensive uses 
were for showings to groups, inside 
or outside the company, plant em- 
ployees, sales personnel and dealers. 

Practically every executive inter- 
viewed expressed satisfaction with 
the result of the films used. In three- 
quarters of the cases, the film was 
suggested by the company or asso- 
ciation itself, and in the majority of 
instances it was distributed by them- 
selves. Wad 

Dynamic Films’ V.P. Moderates 

Panel on Closed Circuit TV 

* Lee R. Bobker, vice-president of 

Dynamic Films, Ine. moderated a 

panel discussion at New York Uni- 

versity, May 5th, entitled Teaching 
by TV—-How Can It Help Educa- 
tion? The discussion, which probed 
the field of closed circuit courses in 
education, was part of an all-day 
alumni celebration. 
Mr. Bobker described the chal- 
lenge that visual media present to 
_ educational institutions. “I am 
| deeply concerned,” he said, “that 
the university whose rightful place 
should be that of a pioneer in the 
field of education, has failed to step 
forward with new teaching methods. 
_ but rather has preferred the status 
quo.” 

He coneluded his remarks with 
the realization that visual education 
through motion pictures and tele- 
vision afford colleges their greatest 
contemporary challenge which calls 
for a complete re-evaluation of 
teaching methods for the modern 
world. We 
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Complete, really complete, 


laboratory service must 

“ fulfill every conceivable 

: film processing need. 
Operational procedures in 


the camera department, 
T i T > as throughout CFI, are 
skillfully engineered to 


achieve quality. 


959 Seward Street, Hollywoéd 38, California - HOllywood 9-1441, HOllywood 2-0881 
521 West 57th Street, New York 19, New York + Circle 7-4400 
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U.S. Delegates Attend Congress 
of Schools of Cinema at Cannes 
® Dr. Robert W. Wagner, of the 
Motion Picture Division of the De- 


partment of Photography at Ohio 
AA State University and John C. 
SYNCHRONIZER HEAVEN x BaP Mahon, Jr., Department of Theatre 
Arts, University of California at 
( Los Angeles, were the American 
delegates to the International Con- 
gress of Schools of Cinema which 
met April 25-May 3 in Cannes, 
France. 
- Representatives from schools of 
cinema in many countries, includ- 
ing the United States, France, Eng- 
land, Spain, Italy and Russia, took 
part in discussions of training pro- 
grams for the production of educa- 
tional, documentary and television 
films. 
The International Congress of 
Schools of Cinema wag held in con- 


1. Fastens to roller arm of synchronizer. junction with the Ninth Interna. 
2. Syne dailies quickly without using editing machine. tional Film Festival at Cannes. Fol- 
3. Ideal for checking sound track for words or effects to be lowing the meeting, the delegates 

replaced. began visiting schools of cinema in 
4. Fastest and most accurate in locating beginning and end- several European countries observ- 


ing of words. 


5. Tape head can be slid up and back to read a track in 
any position of fullcoat or magnastripe 


ing training methods and lecturing 
on methods of use in the United 


States. 
Selling Price Dr. Wagner is president of the 
HFC Magnetic Tape Reader Synchronizer  niversity Film Producers Associa- 
attachment $34.50 tion which has some 300 members 
HFC Magnetic Tape Reader Amplifier 55.00 in 6) American colleges and univer- 
Complete Unit 89.50 


sities having training programs or 
production activities. 

Miller to A.M.A. Film Office 

Daryl I. Miller has been ap- 
pointed assistant to Ralph P. Creer. 
director, Motion Pictures and Medi- 
cal Television of the American 
Medical Association. For the past 
nine years, Miller has been asso- 
ciated with Mervin W. LaRue, Ine.. 
35mm 5-Way Synchronizer $225.00 Chicago, producer of medical mo- 
tion pictures. 


Looking for a 
SCRIPT WRITER? 


Can deliver practical shoot- 
ing scripts to your production 
budget. 15 years experience, 
principally as writer-produc- 
er, and including direction, 
camera, animation, editing, 
and TV. Broad technical and 
industrial training back- 
ground. Engineering degree. 
Now regularly employed in 
Chicago area. Can work even- 
ings and week-ends on orig- 
inals or production rewrites. 
Sample scripts and prints 
available to prove the quality 
of my work, 


Write Box 3-17 B 
BUSINESS SCREEN 
7064 Sheridan Road, Chicago 26 


35mm 2-Way Vistavision Synchronizer with 35mm 4-Way Synchronizer $190.00 
Footage & Frame Counter $160.00 


AT BETTER DEALERS EVERYWHERE 


HOLLYWOOD FILM COMPANY 


precision film editing equipment 


956 SEWARD STREET ° HOLLYWOOD 38, CALIFORNIA 
HOllywood 2-3284 65-35mm Combination Synchronizer $380.00 
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THIS. 

is 

JUST 

THE 
BEGINNING 
OF 

16 MM! 


Talk was that other film sizes than 16mm could 
do better jobs in the industrial, educational 
and commercial fields. 


Not while there is a film laboratory like 
Precision, bringing 16mm to the peak of 
perfection. In fact, we are demonstrating daily 
that 16mm can do more — and better — things 
in movies than have been done before, 


Precision Film Laboratories developed 

unique equipment to realize the fullest 

potentialities in 16mm, such as the optical track 
printer; timing, fades, dissolves, scene-to-scene color 
corrections, invisible splices without notching 


originals; direct electric printing and many others. 


No, 16mm is just beginning. Depend on it for 
your next film project and, of course, depend on 
Precision to do exactly the right job in 
bringing life and sparkle to the best of your 
production efforts. 


you'll see ye Be and hear 


21 West 46th Street, New York 36, New York 


A DIVISION OF J A MAURER, INC 


In everything, there is one best... in tilm processing, it's Precision 
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16mm color prints... 
EXTRA QUALITY 


makes BIG difference! 


The production cost of your 16mm Color 
Motion Picture warrant Color Reproduc- 
tion Company’s RELEASE PRINTS! In an 
age of specialization Color Reproduction 
Company's 17 years of specializing exclu- 
sively in 16mm Color Printing has earned 
this company a reputation for guaranteed 
film quality which is the standard of the 
16mm Motion Picture Industry. This year, 
let Color Reproduction Company make 
your 16mm Color Prints! 


REPRODUCTION COMPANY 


YOUR ASSURANCE OF 
BETTER 16mm PRINTS 


Telephone: Hollywood 4-8225 


7936 Santa Monica Bivd., Hollywood 46, California | 
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Colonial Williamsburg Story 
Being Filmed in VistaVision 
*A new fictionalized documentary 
motion picture of historical people 
and events of Colonial Williamsburg 
went into VistaVision color produc- 
tion this month. 
Set almost entirely within the re- 
stored area of Williamsburg, the 30- 
minute film will trace the attitudes 
of John Fry, a fictional burgess. 
from 1769 to 1776. Such Revolu- 
tionary figures as George Washing- 
ton and Thomas Jefferson are in- 
troduced and episodes include the 
dissolution of the House of Bur- 
gesses, the subsequent boycott insti- 
gated by George Washington, the 
day of fasting and prayer at Bruton 
Parish Church and the historic ses- 
sion of the Burgesses on May 15, 
1776. 
Among locales are the House of 
Burgesses, Raleigh Tavern and plan- 
tations around Williamsburg. Pro- 
duced by Paramount Pictures, the 
film will be shown in two specially 
constructed theatres at the new Wil- 
liamsburg Information Center when 
the building is completed next 
spring. 
* 
“Spray’s the Thing” Popular 
with TV and 16mm Audiences 
*The Spray’s the Thing, a color 
animation film sponsored by E. 1. 
du Pont Company for product pro- 
motion, has reached an audience in 
excess of 16,800,000 since its re- 
lease late last year, according to D. 
C. McSorely, advertising manager 
of du Pont’s Kinetic Chemicals Di- 
vision. 
“Despite the fact that this film 
was tailored for television distribu- 
tion, it has also been favorably re- 
ceived by group audiences of more 
than 100,000 and has proved an ex- 
ceptionally valuable part of our 
sales program,” McSorely said. 
Produced by John Sutherland 
Productions, Inc., The Spray’s the 
Thing was a Golden Reel Award 
winner in the recent Golden Reel 
Film Festival. 
* 
Estimate 12 Million for TV 
Spots in ‘55 Final Quarter 
* During the last quarter of 1955, 
national and regional advertisers 
invested $12,500,000 for the produc- 
tion of spot commercial films for 
television. This figure is contrasted 
with the $103,872,000 figure re- 
cently quoted as the investment of 
national and regional advertisers 
for the spot time that carried these 
commercials, 
The cost of using television na- 
tionally and regionally on a spot- 
station-by-station—basis was com- 
puted by the Broadcast Informa- 
tion Bureau, N.Y. 


| 
| 
‘ 
for 
ba 
fr 
4 
| 
4 
~ 
4 
a5 
: 
eta 


“FUND 
neering report on the effe 
ctiveness of tetra 


9 mins 


SIMPLE HARMONIC MOTION” 
“PROGRESSIVE WAVES" 9 mins 
“STATIONARY TRANSVERSE WAVES" 6 mins 
STATIONARY LONGITUDINAL WAVES" 10 mine 

A series of films illustrating some basic principle 
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plus research and testing 
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For témm. Film —400' to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Only 
original 
Fiberbilt 

Cases 


Over 8,000 Leading U.S. Firms 


Regularly Use Business Screen 


One 
of America’s 

Great Industrial 
Film 

Companies 
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Business Screen Annual Film Awards Review: 


72 Golden and Silver Reels Are Awarded to Films 
by Annual American Film Assembly Juries 


Gorpen REEL 

Awards and 50 Silver Reel 
Awards were presented to motion 
pictures judged winners in the Gold. 
en Keel Film Festival held April 
24-27 during the annual American 
Film Assembly of the Film Council 
of America, meeting at the Mor. 
rison hotel, Chicago. The awards 
were accepted by sponsors and pro- 
ducers at a banquet following the 
competition, 

Readers of Business Screen will 
be familiar with several of the win 
ning films which were reported in 
past issues. Television kinescopes, 
now available on l6mm film, fig- 
ured prominently as CBS-TV won 
three awards, two for films of the 
{dventure series and one for a You 
tre There film. 

Sponsored film winners of the 
Golden Reel Award included: 

(Keconomics and Business) Pro 
duction 5118, a morality on human 
communications, produced by Wild- 
ing Picture Productions, Ine., for 


Champion Paper and Fibre Com- 
pany and distributed by Modern 
Talking Picture Service, Inc. 

(Industrial Processes) The World 
That Nature Forgot, an imaginative 
science-study of plastics, sponsored 
by Monsanto Chemical Company 
and produced by MPO Productions, 
Ine. 


(Natural Resources} Man With 
1 Thousand Hands, which tells of 
the industrial land development of 
British sponsored by 
International Harvester Company. 
Originally released in 1953, this film 
is credited to Parthenon Pictures. 


Columbia, 


(Industrial and Sales Promotion) 
The Spray’s the Thing, an animated 
film on push-button aerosol prod- 
ucts, produced by John Sutherland 
Productions, Inc. for E. 1. du Pont 
de Nemours & Co. and distributed 
by du Pont. 


(Safety) Play It Safe, which 


stresses bicycle riding sense, pro- 
duced by MPO Productions, Inc. for 
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Johnson & Johnson and distributed 
by the sponsor. 

(Health & Hygiene) Edge of Si- 
lence, a promotion of hearing aid 
use, sponsored by Zenith Radio 
Corp., produced by Telefilm Pro. 
ductions, script by Bruce Henry: 
distributed by Ideal Pictures. Inc. 

(Recreation) And So They Grow, 
depicting an adult-supervised play 
school, produced and distributed by 
Campus Film Productions, Ine. 
under the sponsorship of Play 
Schools Association. 

(Medical Science) Fractures 
About the Knee, sponsored by the 
Dept. of Medicine, Veterans Admin- 
istration, produced by Churchill. 
Wexler Film Productions. 

(Institutional Sales and Promo- 
tion) The Man I Never Saw, spon- 
sored by Trustees of Athens College 
in Greece; produced by 20th Cen. 
tury-Fox Film Corp., distributed by 
Boris Vermont. 


Other Golden Reel Winners 


Nonsponsored Golden Reel win- 
ners included: 
(Citizenship and Government) 
The Face of Lincoln, produced and 
distributed by the University of 
(CONTINUED ON PAGE 20) 
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“These little characters need low contrast 
for good TV reproduction. Here's How we Ger 17!” 


says Frank M. Soule, Technical Supervisor, UM&MTV Corp., New York, N. Y. 


“To look best on a TV screen, contrast range of film for 
telecasting must match the tone range of the TV tube,” 
says Mr. Soule. “We get the image clarity and photo 
graphic definition our television clients demand with 
Du Pont Type 824 Low Contrast Positive Motion Picture 
Film.” 

UM&MTYV Corporation distributes the largest library 
of short subjects now available. Their library includes Clara 
Cluck, Yankee Doodle Donkey, Betty Boop, Raggedy Ann, 
Jasper and many more — about 600 cartoon reels in all. 

“With our large volume of reproduction and the consist- 
ent air quality required for each film, we have to be sure 
of getting the best print stock available,” continues Mr 
Soule. “For ease of handling and quality of finished film, 
Du Pont 824 is our choice — we use it exclusively.” 


WANT MORE INFORMATION? Contact your nearest Du Pont 
Sales Office or write, Du Pont Company, Photo Products Depart 
ment, Wilmington 98, Delaware. In Canada, write the Du Pont 
Company of Canada Limited, Toronto 


SALES OFFICES 
ATLANTA 6, GA 
BOSTON 10, MASS 
CHICAGO 
CLEVELAND 16, OHIO 
DALLAS 7, TEXAS 
LOS ANGELES 48, CALIF 


806 Peachtree Building 

140 Federal Street 

4660 Touhy Ave., Lineotnweed 
7960 Center Ridge Road 

1628 Oak Lawn Avenue 

1061 Senta Monica Boulevard 
NEW YORK 11, 248 Weet 18th Street 
PHILADELPHIA 2, PA. 226 Seuth 16th Street 
ExPorT Nemours Bidg., Wiimingten 08, Delaware 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


DU PONT MOTION PICTURE FILM 
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SPECIALISTS IN VISUAL SELLING 


IN TY COMMERCIALS 


IN ADVERTISING 


ILLUSTRATION 


ALWAYS SHOOTS TO SELL 


NEW YORK 


200 East S6th Street 


CHICAGO 


16 East Ontario Street 


IN MOTION PICTURES 
AND SOUND SLIDE FILMS 


| 


GULDEN REEL AWARDS: 
(CONTINUED FROM PAGE 18) 


Southern California; (Education) 
Thursday's Children, produc ed by 
World Wide Pictures Ltd. and 
Morse Films; distributed by British 
Information Services, (Human Re- 
lations) The Way of the Navaho, a 
Columbia Broadcasting System, Inc. 
Adventure film, distributed by 
Young America Films; (Interna- 
tional Understanding) The Family 
of Man, a CBS Adventure film, dis- 
tributed by Young America Films; 
(Religion and Ethies) The Shield of 
Faith, produced by Religious Films 
Lid., & G.H.W. Productions Ltd.. 
London, distributed by United 
World Films, Ine.; (Science) The 
Colour of Life, produced and dis- 
tributed by the National Film 
Board of Canada. 

(Theatrical Arts} Pantomimes 
Marcel Marceau, produced by 
George K. Arthur and distributed 
by Brandon Films, Inc.; (Visual 
Arts) Color Lithography, an Art 
Medium, produced and distributed 
by University of Mississippi. 


Awards to Classroom Films 


In scholastic categories Golden 
Reel winners were: (Preschool) The 
Steadfast Tin Soldier, sponsored by 
the Danish Information Office, pro- 
duced by Danish Culture Film and 
distributed by Brandon Films, Inc.; 
(Junior, Senior High—Social Sci- 
ences) You Are There: The Eman- 
cipation Proclamation, CBS Tele- 
vision production, distributed by 
Young America Films, Inc.; (Jun- 
ior, Senior High—Natural  Sei- 
ences) Tree Portraits, produced by 
William M. Harlow for the State 
University of N.Y., College of For- 
estry. 

Golden Reel victor in the Avante- 
Garde and Experimental category 
was 3rd Ave. El, produced by Car- 
son Davidson Productions, distrib- 
uted by Ardee Films, Inc.; In the 
Feature group, the award was given 
to Maedchen in Uniform, Bild und 
Ton G. M. B. H. Berlin, distributed 


by Contemporary Films, Ine. 


Silver Reel Award Winners 


Silver Reel awards in the 22 cate- 
gories were: 

(Citizenship and Government) 
The Big Issue, produced by Charles 
Guggenheim & Associates, Inc. for 
the St. Louis Bond Issue Cam- 
paign Committe; Commencement, 
produced by Norwood Studios for 
the President's Committee on Gov- 
ernment Contracts; The Whites of 
Their Eyes, produced by United 
World Films, Inc. for the U.S. 
Army Reserve: (Economics and 
Business) Giants in the Land, spon- 


sored by General Motors Corp.. 
produced by MPO Productions. 
Ine.; More Than Telling, produced 
by Henry Strauss & Company, Inc., 
for the New York Telephone Com- 
pany; Strike In Town, produced 
for McGraw-Hill Book Publishing 
Company by National Film Board 
of Canada. 

(Human Relations) A Place to 
Live, co-sponsored by the National 
Social Welfare Assembly and pro- 
ducer Dynamic Films, Inc.; A Fam- 
ily Affair, produced by Affiliated 
Film Producers, Inc. for Mental 
Health Film Board—distributed by 
the Board and Family Service Assn. 
of America. 


Three Industrial Film Awards 


(Industrial Processes) Teamwork, 
produced by Leslie Roush Produc- 
tions, Inc., for Bethlehem Steel 
Company and distributed by Mod- 
ern Talking Picture Service, Inc.; 
This 1s Automation, produced by 
Raphael G. Wolff Studios, for Gen- 
eral Electric Company; The Search: 
Massachusetts Institute of Tech- 
nology (Automatic Machines Re- 
search), produced by CBS-TV, dis- 
tributed by Young America Films, 
Ine. 

(International Understanding) 
Belgium—W here the Past Meets the 
Present, produced by Ernest Klein- 
berg for California Texas Oil Com- 
pany, Ltd.; The Y On World Fronts, 
sponsored by International Com- 
mittee of YMCA’s, produced by 
Robert Frers. (Natural Resources) 
Mining for Nickel, produced by 
Film Graphies, Inc., distributed by 
Rothacker, Inc., for The Interna- 
tional Nickel Company, Inc. Rain- 
(CONCLUDED ON PAGE 31) 
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FRANK HOLMES LABORATORIES 
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Four Wise Men* 


who have found 


the RIGHT solution 


Four of our clients won awards at the recent American Film Assembly. 
Each is in a different line of business, yet each found 


a Campus-produced film solved his particular problem. 


We specialize in only one business: finding the right solution to 


difficult problems through film. We appreciate the public recognition 
of awards, but much more, the continued confidence of businessmen in 


many fields who rely on Campus for the right solution. 
Perhaps a Campus-produced film can do a job for you. We'd like to show you 
what we've done in the past, and present new ideas for your next film. 


“ine 
14 EAST S3BRO STREET, NEW YORK 22, NEW YORK 


© TELEPHONE PLAZA 33-3280 


* The Play Schools Assoc., “Aud So They Grow”; National Jewish Hospital at Denver, “They Go to Live” 


Esso Research & Engineering Co., “Flowing Solids”; Chas. Pfizer & Co., Inc., “The Bronchopulmonary Segments.” 
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Dupont BODY WITH THE NYLON HEART 


a dealer training film, Color by Technicolor 


* not “just another film’ ...bul New 
and production excellence... 
to catch the attention of discriminating 


audiences... 
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Annual Film Awards Review: 


National Visual Presentation 
Association Announces 4th Awards 


INNERS OF THE Fourth Annual National 

Visual Presentations Awards competition 
were announced May Ist at the Day of Visual 
Presentation conducted by the National Visual 
Presentations Association in cooperation with 
| the Sales Executives Club at the Hotel Roosevelt 
| in New York. 
The Texas Company pulled a triple-play by 
| walking off with first prize in all three cate- 
| gories: selling, sales promotion and sales train- 
| ing. The complete list of winners, titles and pro- 

ducers follows: 


| Selling Classification: Motion Pictures 
| |. The Texas Company, Get on the Band 
Wagon, Audio Productions, Inc. 


American Brake Shoe Company, First Five 
Million Miles, Cal Dunn Studios. 


4. Cleveland Electric Illuminating Company. 
Selling Power, (producer unknown). 


Selling Classification: Slidefilms, Slides, etc. 
1. Martin-Senour Company, Color in Action, 
Sarra, Ine. 


2. Hoffman-LaRoche Company, Controlled Hy- 
pertension, Training Films, Ine. 


4. Rubberset Company, The Big Question, Ani- 


22 


matic Productions, Ine. 


Sales Promotion: Motion Pictures 


. The Texas Company, Take It From Here, 


Joseph Rothman Productions. 

James Lee & Sons, Amazing What Color Can 
Do, On Film, Ine. 

New York Stock Exchange, Working Dollars, 
John Sutherland Productions, Inc. 


Sales Promotion: Slidefilms, Slides, etc. 
Donahue & Coe, The Mayor's Show, Cello- 


matic Corp. 

Fortune Magazine, New Age of Marketing, 
Cellomatic Corp. 

(Tie) John W. Cullen Company, The Inside 
Story, Training Films, Inc. 

(Tie) Time Magazine, Advertising Is the 
W orld’s Business, Visualscope, Inc. 


Sales Training: Motion Pictures 


The Texas Company, The Individual and the 
Job, Joseph Rothman Productions. 

Pan American World Airways, Revolution 
Against Time, Henry Strauss & Co. 

Sinclair Refining Company, Selling Your 
Service Department, Florez, Inc. 


Sales Training: Slidefilms, Slides, etc. 


Congoleum-Nairn, Ine., Blundering Blodgett, 
Depicto Films, Inc. 

National Wholesale Druggists Association, 
Do You Fill Prescriptions Here?, Depicto 
Films, Ine. 

New York Life Insurance Company, There's 
Money in the Mail for You, Transfilm Inc. & 


150 specialists 
operating 80,000 
square feet of modern 

16mm facilities... 


Script-to-Screen 
V All Production Services 
V B/W-Color Printing & Processing 


a 
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THE WORLD'S MOST COMPLETE ASSORTMENT 
OF PHOTOGRAPHIC EQUIPMENT FOR 


New PROFESSIONAL JUNIOR 
Adjustable wood BABY TRIPOD 
—for Prof. Jr. friction 


PACKAGED LIGHTING WITH 
COLOR-TRAN 


— studio lighting in a suitcase 


and geared heads 


FAMOUS 
“controlled 
action" 


SMALL G6 YRO 
TRIPOD 


Has substantial shoe and spur 


Measures from floor to flange 


25” extended —17” 


Two speeds—siow and fast 
—for both panning and tilting. 
Helps you capture fine scenic views 
and fast-moving sports events. Espe- 
cially recommended for 16mm Mitchell, 


imagine being able to use two 5000 watt units 
on a 30 amp. fuse — COLOR-TRAN will do itt Senior Kit 


lémm Maurer, 8 & H Eyemo Kit contains 2 light heads, 2 Superior stands and 
and similar cameras. $600 proper size COLOR-TRAN converter to match. $265.00 | 
Packed in compact case. Other style 


kits available 


Write for COLOR-TRAN Catalogue. 


Presto-splicer 
GIVES PERMANENT SPLICE 
IN 10 SECONDS! 


or for single frames. Camere 
mounts without special tools. 


$550 


Alse available — Stop Motion 
Motors for 16mm—35mm H, 
Mitchell and other professional 


by operator, who selects either 
lémm operating at 36 feet per 
minute—or 35mm operating at 
90 feet per minute . . . or both 
in synchronization. $95 


Single model, either or 


Especially good for splicing magnetic 


STOP MOTION MOTOR FOOTAGE TIMER 
b FOR CINE KODAK SPECIAL 
Dual medel for both lémm 
Runs forward or reverse, 110 and 35mm. Large white num- GRISWOLD 
AC synchronous motor with frame erals on black bockground, Accu- 
counter. May be run continuously rate reset dial. Switch controlled HOT FILM SPLICER 


Model 8-2 for 35mm silent and sound 
film. Precision construction makes it ea 
fe get a clean, square splice with accur- 


film. Butt Weld type for non-pertoratea Nothing te get out of 
or pertorated flim. témm, 35mm or $65 


7omm. $547.80 


or 35mm models— 
for perforated film. 


pin 35mm $45 


Also Bell & Howell 8mm, lémm and 
35mm Hot Splicers ond 8 & H Labora- 
model Foot Splicer. 


Prices subject to change without notice 
*9.5mm Lenses in 16mm C mount. 18.5 (extreme wide angle-fiat field) Lenses . ; te 
available in mounts for all 35mm Motion Picture Cameras. *PHOTO RE- FRANK C. ZUCKE 


SEARCH Color Temperature Meters. “Electric Footage Timers. *Neumade AMERA 


and Hollywood Film Company cutting room equipmunt. Griswold & B.&H. * 
Hot Splicers. *DOLLIES * Bardwell-McAllister, Mole Richardson, Century and ae 
Colortran Lighting Equipment. Complete line of 16mm and 35mm Cameras. 


* 
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QuALil'y, CREATIVITY 
AND 


SERVICE... 


CHICAGO © 1058 WEST WASHINGION BOULEVARD © SEELEY 6-416) 


FILM PRODUCTIONS 


WOLLYWOOD + 1416 NORTH 


tA GREA * HOLLYWOOD 35-2141 


National Association of Television Film Directors 


Plans National Convention in New York Next Fall 


* The National Association of Tele- 
vision Film Directors, since taking 
the first major step in Washington 
last year toward the expansion of 
the original New England group to 
a national organization, has been 
hampered in growth and develop- 
ment by lack of adequate financing 
and by the resulting absence of a 
strong, integrated national core cap- 
able of devoting the necessary time 
and effort to the complex business 
of organizing and administering the 
affairs of the Association. 

Despite these weak- 
nesses, the Association has grown, 
as presently constituted, to an or- 
ganization of over 150 member 
stations in 39 states, the District of 
Columbia, Alaska, 
Puerto Rico. 


inherent 


Hawaii and 


Aims Called “Too Nebulous” 


The primary reason for the lack 
of more adequate financial backing 
from many of these member sta- 
tions has been the fact that the aims 
and objectives under the existing 
organizational structure, while of 
potential value to both the broad- 
casting and distribution sides of the 
industry, have been of too nebulous 
a nature to be readily accountable 
in dollars and cent value to station 
management, 

Under a new plan proposed by 
National Chairman David D. Man- 
ning, the name of the organization 
would be changed from National 
Association of Television Film Di- 
rectors to American Television Film 
Association. Membership would be 
opened to ad agency film buyers 
and media directors as well as to 
film distributors, film producers, 
service organizations and manufac- 
turers of materials and equipment. 


To Broaden Base of Operations 


The broad objective of the ex- 
panded Association would be the 
working together of all groups 
within the same organization for the 
common purpose of resolving all 
current and future problems that 
confront the television film industry 
on any or all of the three levels of 
production, distribution and broad- 
casting. 

A few of the many logical ac- 
complishments to be sought are 
broader compliance with recom- 
mendations of the NARTB code; 
establishment of a standardized 
zoning system for shipping and 
transhipping; a decrease in schedu- 
ling problems and shipping errors 
by the establishment of uniform 
booking, confirmation and shipping 
practices and the use of standard 


forms; the saving of much editing 
time and expense at the station level 
by increased availability and use of 
film content information including 
detailed cue sheets for feature films. 


These Are Further Objectives 


The reduction, through  stand- 
ardized handling and editing pro- 
cedures, of the wear and tear on 
prints —of particular importance 
with the approaching increase in the 
use of color; is another goal, as is 
the improvement on the local level 
of the programming and promotion 
of film through the exchange of in- 
formation and ideas among and be- 
tween distributors, agencies and 
stations; and an improved relation- 
ship between these three groups 
through an increased appreciation 
by each, of the problems peculiar 
to the others. 


Plan to Meet in New York 


Under the proposed plan, in ad- 
dition to organizational changes, the 
AFTA would hold a National Con- 
vention and Trade Fair in New 
York next Fall for the benefit and 
convenience of all member groups. 
In addition to the conducting of 
national business, this would pro- 
vide an ideal means for distributors 
and other member groups to present 
their product at a minimum of ef- 
fort and expense to a maximum 
number of the actual station and 
agency film buyers. Conversely it 
would afford an opportunity for 
the buyers to judge and select prod- 
uct for the current and future needs 
in the shortest amount of time and 
at a minimum of expense. 


Anyone interested in membership 
in the group should write to Na- 
tional Chairman David D. Manning, 
National Association of Television 
Film Directors, Rochester Radio 
City, Rochester 3, N.Y. Wd 


FILM SALESMAN 
WANTED 


Excellent opportunity for man 
to head sales department of 
rapidly expanding film pro- 
ducing organization. Guaran- 
teed salary, plus expenses, plus 
commission. Please state age, 
education, background and 
selling experience. All replies 
strictly confidential. 


Write Box 3-17D 


BUSINESS SCREEN 
7064 Sheridan Road, Chicago 26 
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Because your skill deserves the best... 


ANSCO TYPE 238 COLOR 
DUPLICATING FILM 


Want your 16mm release prints to really speak out for your skill? 
Next time you order prints, specify Ansco Type 238 Color Duplicating Film! 
This superior Ansco film matches to the fullest all the true color 


of your original. It gives you the crisp definition, the cleaner, ewhiter 
whites, the hi-fi sound that bring bigger and better sales to 
your front door! Because your skill deserves the best, tell your laboratory 
it’s Ansco Type 238 Color Duplicating Film you want used, Another 
fine film from ANSCO, Binghamton, New York. A Division 
of General Aniline & Film Corporation. 


Ansco COLOR DUPLICATING FILM 


... THE FINEST COMPLIMENT YOU CAN PAY YOUR SKILL 


NUMBER 3 © VOLUME 17 © 1956 
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JUNIOR TRIPOD 


for Top PROFESSIONAL Performance 


Vastly improved Over Any 
Tripod in Its Class 


FITS ALL TYPES OF MEDIUM WEIGHT CAMERAS 


Jutside, knurled camera tighte yrs knob with an 


jle geare @ Telescoping tripod handle with 
second handie position @ Positive pan and tilt 
locks, with large tightening levers @ Detachable 


precision machined friction plate @ One-piece leq 
locking knobs for quick adjustments, even tension 
Aluminum leg supports with leq rest 
Gluminum leq bearings @ Extra smooth frictior 
hnead-—quaranteed for 5 years @ Seasoned, solid 
hardwood legs, oil treated and polished—wil! not 
stick,@ Write for illustrated brochure 


ony *145 
(Sturdy Fibre Carrying Case $18) 


IMPROVE YOUR FILM TITLES 
with the TEL-Animaprint =» 


For MOTION PICTURE PRODUCERS, ANIMATORS, 
SPECIAL EFFECTS LABORATORIES, TV STATIONS, 
ADVERTISING AGENCIES, ART DEPTS., ETC 


The first sensibly priced HOT PRESS 
TITLE MACHINE for high quality, {ast let 
tering---the 


inawer to economy and preci 


sion accuracy in film tit} ind artwork 
Prints dry trom colored tof t instant use 
Acme pegs assure perteg 
paper or eolly Prints all colors 
TEL-Animaprint toolg for Top Techniques 

greatest dollar tog dollar value in the 


industry! 
omy 


Write tor TEL-Anima literature 
covering every need for animation. 


registration on 
icetate 


Unnumbered films cause 
confusion & loss of time. 


The MOY edge numbers every 
foot of 16, 172, 35mm film 
and simplifies the task of 
checking titles and footage. 
The MOY replaces 


lorations, measy 


ue marks, per 
rayona, punches 


embossing dees not mutilate valu 
film. Work prints showing 

ial effects, [ades and dissolves 
req dq mbering to kee; 

unt of frame it or added. Mu 
tiple magnet tracks in Cinema 
Scope stereophonic recordings make 
edge numbering a MUST rite tor 
brochure. 


With NEW improved non-clog inking system. $2475 


-_ AMONG RECENT PURCHASERS ARE: 


Present MOY Eastman Kodak Co., Rochester, N.Y Consolidated Film Labs., Ft. Lee, N.J. 
owners can easily General Film Labs., Hollywood, Calif. Eagle Labs., Chicago, Ill. 

install the new Reeves Soundcraft oe Conn. Cinerama Productions, New York 

and improved American Optical (Todd Buttale Columbia Broadcasting System, N.Y. 

inking system! | Telefilm, Inc., Hollywood, Calif Louls de Rochemont, N.Y.C. 


5. O. 5. TIME PAYMENT PLAN Convenient payment terms erranged. 
You may apply your idle or surplus equipment as a trade-in. 


0. CINEMA SUPPLY CORP. 


Dept. H, 602 West 52nd St., New York 19—Plaza: 7-0440—Cable: SOSound, 


Western Branch; 633! Hollywood Boulevard, Hollywood 28, California — Phone: HO 7-9202 
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Jerry Fairbanks Expands Film 
Program Into TV and Theatricals 
* Expansion of activities and facili- 
ties of Jerry Fairbanks Productions 
and re-entry into the fields of tele- 
programming, “spot” and 
theatrical production began recently 
under the direction of Mr. Fair- 
banks and Shull Bonsall, Hollywood 
financier, who has purchased joint 
interest in the company. 

Affiliation of Fairbanks and Bon- 
sall makes immediately available to 
the company substantial capital for 
creative production. The studio is 
seeking new properties for tv and 
theatrical release. Facilities will be 
greatly expanded by mid-June 
with completion of a new studio 
building now under construction. 

The company will continue in the 
industrial film field where it has 
been active for many years. Pres- 
ently in production are films for 
American Telephone & Telegraph, 
Chrysler Corporation, Oldsmobile 
Division of General Motors, 
hound and duPont. 

Bonsall will be executive vice- 
president and treasurer and in 
charge of all business and financial 
activities. Fairbanks will continue 
as president, supervising produc- 
tion. Donald A. Dewar, attorney, 
will serve as secretary and director 
of the company and assist Bon- 


sal. 


Detroit Production Facility 
Increases as Studios Merge 
*A new major Detroit film center 
is in the offing as a result of the 
recent merger of Max Lasky Film 
Productions of New York and 
Soundfilm Studios, Inc., of Detroit, 
according to Max Lasky, 
of the new corporation, Lasky Film 
Productions, Inc. 

The new firm will produce motion 
pictures for 
and educational films for training 


Vision 


Grey- 


president 


television, industrial 
purposes and films for visual sales 
presentation. Creative resources, 
production facilities and personnel 
of both companies have been com- 
bined into one unit. 

Permanent headquarters will be 
in Detroit. The 


program calls for construction of 


current expansion 


additional studio and sound stage 
properties, large enough to*accom- 
modate automobiles, trucks, appli- 
ances and large-scale industrial 
In addition to the De- 


troit production center, 


equipment. 


Cincinnati. 
The new 
Lasky, 


branches 
are maintained in New York and 


organization's mentor, 

has professional experience 

dating back to the early days of the 


Robert M. Sampson 


Sampson Joins R. G. Wolff 
Sales Force in Cincinnati 

* Robert M. Sampson has been ap- 
pointed Cincinnati sales representa- 
tive for Raphael G. Wolff Studios, 
Inc., Hollywood, as part of a crea- 
tive and sales expansion program. 

Sampson will have his head- 
quarters at 1058 Emerson Road, 
Covington, Kentucky, across the 
river from Cincinnati. His opera- 
tions area includes Cleveland, Pitts- 
burgh and Louisville. 

Formerly general manager of 
radio station WSAI, Cincinnati, 
Sampson has extensive experience 
in radio and television film pack- 
aging. He has been long identified 
with advertising, market analysis 
and research, food merchandising 
and sales promotion. 


MOTION PICTURE 
LABORATORY 
FACILITIES 


PRINTING 
PROCESSING + RECORDING 


All 16mm motion picture 
and 35mm slide and film 
strip service — radio transcriptions 


FILM SERVICE 


lal PRODUCTION 


224 ABBOTT ROAD 
EAST MICH. 


motion picture industry. He is cred- 
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Massey-Harris Film Shows Farm 
implement Role in One World 
* How an industry through its 
products serves the cause of world 
peace is the message of Towards 
One World, a new motion picture 
sponsored by Massey-Harris, farm 
implement manufacturer with plants 


in Canada and the United States. 


Visiting distant lands, the film 
shows how Massey-Harris tractors 
and other equipment are increasing 
the sowing and harvesting of vital 
crops, helping to feed millions of 
people. By making agriculture more 
efficient everywhere, these farm im 
plements are building a world of 
plenty, strengthening people and 
economies, freeing nations of hun 
ger that breeds enmity, the film says. 


Towards One World, 
duced by Associated Screen News 


Lid., Montreal, Canada. 


Was pro 


the National 


vy First Prize: 


vx Second Prize: 


vy First Prize: 


Visual 


“SALT BY 


THE BUSINESS NEWSREEL 


A Review of News of Interest to Sponsors and Producers 


Audio-Visual Workshop Set 

for Loyola Summer Session 

* Loyola University’s (Chicago) 
Audio-Visual Workshop course will 
be offered during the school’s 1956 
Summer Session. The course is con- 
ducted from June 25 to August 3. 
Registration dates are June 20-21 
1:30 to 5:00 p.m. 

For teachers, instructors, super- 
visors, administrators and trainers 
in business and schools, the course 
affords graduate and undergradu- 
ate credit. Topics include motion 
pictures, sound slidefilms, filmstrips, 
overhead projectors, opaque pro- 
jectors, and other audio-visual tech- 
niques. For details contact Dr. Ken- 
neth B. Haas, 620 N. Michigan 
Ave., Chicago 


for the last two years. 


for Congoleum-Nairn, Inc. 


Canadian Rail Streamliner 
Featured in Color Picture 

* The Canadian, a 20-minute mo- 
tion picture in color introducing a 
new, all-stainless steel streamliner 
train of the same name, has been 
released by Canadian Pacific Rail- 
way Company. 

The promotional film gives train- 
and-travel fans interior and exterior 
views of the gleaming overlander 
which sports Canada’s first and only 
scenic dome cars. Rolling along 
with the scenic domes, the film also 
serves to show off Canadian land- 
scapes on the Montreal-Toronto 
route to the West Coast—and the 
vacation imagery of the Canadian 
Rockies. 


Canadian Pacific Railway Com- 


LIGHTNING DOES STRIKE TWICE 
IN THE SAME PLACE! 


Two years in a row — the Sound Slidefilms 
produced by DEPICTO FILMS for their clients 


have won awards in the competition conducted by 


Presentation Association 


Sales Training - Films - 1956 


“BLUNDERING BLODGETT”’ 


“DO YOU FILL PRESCRIPTIONS HERE?’ 


for National Wholesale Druggists Association 


and in 1955... 


INTERNATIONAL’ 


for the International Salt Company 


PHONE: COlumbus 5-7620 


DEPICTO FILMS, IMC. 254 West 54th St., New York 19, N.Y. 


pany films may be booked through 
the road’s offices in several major 
American cities, coast to coast. 
* * 

Films and Projectors Lead 

Gains in Kodak First Quarter 
* Sales of professional films and 
projection equipment showed good 
gains during the first quarter of 
1956 in a report made to Eastman 
Kodak Company shareholders by 
Thomas J. Hargrave, chairman, and 
Albert K. Chapman, president. 

The report noted that “among the 
photographic products showing 
good gains were film, cameras and 
projectors.” Black and white film 
for professional motion pictures and 
Eastman Color professional motion 
picture film helped to keep the com- 
pany’s business continuing at a high 
level—_with sales generally showing 
moderate gains over the first quarter 
a year ago. The report described the 
new period as “our best first quarter 
to date.” 

Eastman Kodak's consolidated 
sales for the 12-week period ending 
March 18, 1956, were $154,744,604 

4 percent over the $149,174,688 
for the 1955 first quarter, the pre- 
vious high. Net earnings after taxes 
for the first quarter were $16,998,- 
185, an increase of 15 percent over 
last year. 

Mental Iliness Film Available 
from Jewish Philanthropies 
* Out of the Shadows, a new 18- 
minute black/white motion picture, 
sponsored by the Federation of Jew- 
ish Philanthropies of New York, 
shows how mentally ill patients are 
treated and cared for in a psychi- 
atric institution supported entirely 
by private philanthropy. 

Produced by Campus Film Pro- 
ductions, Inc., the film focuses on 
a schizophrenic patient in Hillside 
Hospital which is affiliated with the 
Federation. 

Requests for loan prints should 
be sent to the Public Relations De- 
partment, Federation of Jewish Phil- 
anthropies of New York, 130 East 
59th Street, New York 22, N.Y. & 


INDUSTRIAL FILM 
SALESMAN 


Hollywood production com- 
pany wants experienced film 
salesman to work out of mid- 
west office. Send complete 
sales record. All replies kept 
confidential. Big future for 
right man. 


Write Box 3-17 C 
BUSINESS SCREEN 
7064 Sheridan Road, Chicago 26 
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A Mountain- Moving Technique 


HOW TO FILM YOUR FACTORY 
-IN HOLLYWOOD 


TV and movie star Barbara Whiting stands deep in the giant 
redwoods —on a Hollywood stage. A Geo. Fox production unit 
films a special series for the California Department of Forestry 
at low cost with the use of dimensional background projection. 
Perfect control of lighting, sound and filming conditions add 
studio quality to a “location” film. 

This major studio technique puts extra quality in any sales 
film. Plant production, field scenes, or outside action from any 
location are filmed in minimum time. Then, with all the best 


CALL US COLLECT—HOllywood 4-2242 


Wherever you are, whatever 
your film plans, let’s take a 
few minutes to talk about 
them—your call’s on us. 

Find out how your film can 
be produced in Hollywood at 


lower cost. 


The 


ORGANIZATION 


1508 Cross Roads of the World, Hollywood, California 
Continuous Production since 1935 


studio facilities and the craftsmanship of Hollywood's finest 
technicians your sales story is expertly woven in, using top stars 
and actors to produce the exact effect desired, with the peak 
of quality assured. Experience has proved it actually costs less 
to produce sales films in Hollywood. 

Shown above in a pre-scene discussion are left to right: 
Mr. Fox, Elmer Osterman, fire prevention coordinator for the 
California division of forestry, Miss Whiting, and George Walsh, 
actor and CBS staff announcer. 


Hollywood’s top technicians work for you 


Fully equipped production units of Hollywood's finest crafts 
men are available for any location filming. A key executive 
of the Geo. Fox Staff accompanies every location unit to 
direct and coordinate all phases of the production for the 
ultimate in quality. 
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Mitchell Camera Films ful! color panoramic views of Roman Soldier sequence from the Bob Jones University Film, “Wine of Morning.” 


UNIVERSITY MAKES FEATURE FILM 


University Film Production Unit 
Shoots Full-Length Motion Picture on Campus 


In Greenville, South Carolina, Bob Jones University is demonstrating 
a remarkable new trend in campus-produced films. This institution has 
not only reduced filming costs, but has created professional theatre- 
quality films, like the full-length, feature “Wine of Morning,” to equal 
Hollywood's best efforts 

These remarkable changes have been accomplished through the ap- 
plication of motion picture set techniques and the adoption of profes- 
sional equipment used by major motion picture studios. The leading 
example of this development is seen in the increased use of the Mitchell 
16mm Professional Camera, whose service-free operation and broad 
range of use has materially cut the costs of campus film production 
Representative of film departments. owning Mitchell Cameras are: Bob 
Jones University, Georgia Institute of Technology, Moody Institute of 
Science, and the Universities of California... Mississippi...Southern 


California and Washington Camera instructions ore given by Mrs. Katherine Stenholm, 


Complete information on Mitchell Cameras is available upon request —_ Director of the Bob Jones University’s film unit. 
on your letterhead 


*85°%, of the professional motion pictures shown throughout the world are filmed with a Mitchell Camera. 


CORPORATION 


666 WEST HARVARD STREET 
GLENDALE 4,.CALIFORNIA 


Cable Address: ‘‘MITCAMCOQ"’ 


On the set of Pilate’s Judgment Holl University cameraman uses stondord 
the Mitchell Camera focuses on set de- Hollywood studio 16mm Mitchell Comera 
tails created by students. for interior scene. 
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GOLDEN REEL AWARDS: 


(CONTINUED FROM PAGE 20) 
bow Valley, produced by Focal Film 


Productions. 


(Safety) The Case of Officer 
Hallibrand, sponsored by the Ohio 
Oil Company, produced by Wilding 
Picture Productions, Inc. and dis- 
tributed by Modern Talking Pic- 
ture Service, Inc.; The Last Mile, 
sponsored and produced by Cater- 
pillar Tractor Company; Safety 
Patrol, produced by The Jam Handy 
Organization, Inc. for General 
Motors Company. (Science) A Re- 
port on Smog, produced for Western 
Oil and Gas Association by Graphic 
Films Corporation, and distributed 
by Modern Talking Picture Service. 
Ine. 

(Industrial Sales and Promotion) 
Bradshaw's Billions, produced by 
Eastman Kodak Company; The Ris- 
ing Tide, sponsored by National 
Carbon Company, produced by 
John Sutherland Productions, Inc.; 
What's It to You, produced by The 
Jam Handy Organization, Inc. for 
E. I. du Pont de Nemours and Com- 
pany, Inc.; (Institutional Sales and 
Promotion) The Boy with a Knife, 
sponsored by the Welfare Federa- 
tion of Los Angeles, produced by 
Dudley Pictures Corporation; They 
Go to Live, produced by Campus 
Film Productions, Inc. for the Na- 
tional Jewish Hospital at Denver. 


(Health and Hygiene) The In- 
vader, produced by Center for Mass 
Communication, sponsored by Geor- 
gia Dept. of Public Health; To 
Serve the Mind, produced by the 
National Film Board of Canada for 
McGraw-Hill Book Company, Ine. 
and U.S. Dept. of Health & Welfare. 

( Medical Sciences } The Broncho- 
pulmonary Segments: Part 1: Anat- 
omy and Bronchoscopy, produced 
by Campus Film Productions for 
Pfizer Laboratories; Still Going 
Places: Active Management of Dis- 
ability in the Aged, sponsored by 
Pfizer Laboratories, produced by 
Potomac Film Productions, Ine. 
(Literary, Musical and Theatrical 
Arts) Hans Christian Andersen 
Story of My Life, sponsored by the 
Danish Information Office, pro- 
duced by Danish Culture Film, dis- 
tributed by Brandon Films, Ine.; 
White Mane, produced by Films 
distributed by Rem- 
brant Films. (Recreational) Culver 
Midshipman, produced by Russell 
R. Benson for Culver Educational 
Foundation; Grapevine Twist, pro- 
duced by Indiana University; High 
Road, produced by Ford Motor Co. 


Montsouris, 


(Religion and Ethics) /n the Face 
of Jeopardy, produced by Film Pro- 
ductions International for the 


NUMBER 3 


VOLUME 


Broadcasting and Film Commission, 
National Council of Churches, Joint 
Commission on Missionary Educa- 
tion, National Council of Churches, 
What Price Freedom, produced by 
Paul F. Heard Pictures Corp. for 
National Council of Churches. (Vis- 
ual Arts) An Animation Worship 
Package, produced by University of 
California, Los Angeles; Picasso, 
produced by Sergio Amidei, dis- 
tributed by Contemporary 
Mellah, produced 
for Women’s American Organiza- 
tion for Rehabilitation through 
Training; Mike Makes His Mark, 
produced by Agrafilms, Inc. for the 
National Education Association and 
Affiliated State Education Associa- 
tions. (Pre-school through Inter- 
mediate} How to Make Potato 
Prints, produced by Michigan State 
University, distributed by Bailey 
Films, Inc. Life In the Ocean, pro- 
duced by Film Associates of Cali- 
fornia; The Town Musicians, pro- 
duced by Piper Productions, dis- 
tributed by Brandon Films, Inc. 

High — Social 
Colonial Expansion of 
Nations, produced by 
Coronet Film, Inec.; Mooti 
Child of New India, produced by 
Atlantis Productions, Ine.; You 
Are There: The Signing of the Dee- 
laration of Independence, produced 
by CBS-TV, distributed by Young 
America Films, Inc. ( Junior, Senior 
High Flowing 
Solids, sponsored by Esso Engineer- 
ing Company, produced by Campus 
Film Productions, Ine.; Spring 
Comes to the Subarctic, produced 
by the University of Minnesota, 


Films. 
(Education) 


(Junior, Senior 
Sciences } 


European 


Natural Sciences) 


Business Screen Reviews the Annual Film Awards: 


Sound Slidefilm Festival Honors 18 


Go Reet Awarps and 12 
Silver Reel Awards went to spon- 
sored and independently produced 
sound slidefilms chosen from 62 
entries in the 1956 Sound Slidefilm 
Festival, conducted April 24-25 in 
the Morrison hotel, Chicago, as part 
of the American Film Assembly. 
Robert Shoemaker of the DuKane 
Corporation served as chairman, 

By category, the award-winning 
sound slidefilms selected were: 

(Sales and Promotion) Golden 
Reel The Purple Cow, spon- 
sored by the Upholstery Leather 
Group, produced by Dynamic Films, 
Inc. Silver Reels to — The Heart of 
Your System, sponsored by Yeo- 
mans Brothers Company, produced 
by Atlas Film Corporation; Memo- 
randum from MacMillan, sponsored 
by The MacMillan Company, pro- 
duced by William P. Gottlieb Com- 
pany; Quality Today's Key to 
Successful Dress Merchandising, 
sponsored by Helen Whiting, Ine., 
produced by William Gottlieb Com- 
pany. 

(Sales Training) Golden Reel to 

A Tale of Two Milkmen, pro- 
duced by Ben Rinaldo Company. 
Silver Reels to— Reach for the 
Stars, sponsored by Maxwell House 
Division, General Foods Corpora- 
tion, produced by H. D. Rose and 
Company, Inc.; The Story of Sani- 
tary Landfill, produced by Cater- 
pillar Tractor Company. 


(Supervisory Relations and In- 


dustrial Training) Golden Reel to 
Dear 
New York Life Insurance Company, 
produced by Transfilm, Inc. Silver 
Reels to — Curtain Call jor Charlie, 
produced by Henning and Cheadle, 
Ine.;This 1s the Union Oil Com- 
pany of California, sponsored by 
Union Oil Company of California, 
produced by Graphic Films Corpo- 
ration, 

(Safety and Health) Golden Reel 
to You and Your Shadow, pro- 
duced by Ben Rinaldo Company. 
Silver Reel to -— Shocking Condi- 
tions, sponsored by Zurich-Ameri- 
can Insurance Companies, produced 
by Paragon Pictures, Ine. 

(Religion) Golden Reel to 4 
Matter of Fact, produced by Broad. 
casting and Film Commission, Na- 
tional Council of Churches, entered 
by Church World Service, National 
Council of Churches, Silver Reels to 

Dr. Leo Baeck: Man of Faith, 
produced by Union of American 
Hebrew Congregations; Methodism 
in Hawaii, sponsored by the Board 
of Missions of the Methodist Church, 
produced by Radio and Film Com- 
mission of the Methodist Church, 
Golden Reel to 
Les Aventures De Leo La Ferme, 
produced by the National Film 
Board of Canada, Silver Reels to 
Art and the Growing Child, pro- 
duced by Films for Education; 
Masha and the Bear, produced by 
DukKane Corporation. 


Mrs. Calvin, sponsored by 


( Education) 


American Film Assembly visitors at Chicago last month heard documentary producer George Stoney deliver a 


challenging luncheon address “A Damnation of Stereotypes.” 


(Business Screen photo exclusive) 
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Make it easy for yourself 


TODAY, MANAGEMENT REALIZES that one of 
the most vital challenges to a vigorous enterprise is 
marketing—this is the area that can negate even the most 
efficient production process. That is the reason why every 
top management magazine pays continual editorial 
attention to marketing; the reason why management con- 


sultants are in demand as they have never been before. 


MODERN is a marketing specialist in the field of the sponsored 
film. Here is an organization that is staffed with experienced 
people for the special requirements of film distribution—more 
than 20 years of experience backed up with the equipment and 
knowledge for the task. 

That is the reason why major American companies with a 
wealth of know-how in marketing their own products turn to 
MODERN for the effective accomplishment of the objectives of 
their film programs . . . to name a few out of more than 150, 
we mean companies that include leaders of American business 
such as E. I. Du Pont de Nemours & Co., Inc., The Chrysler 
Corporation, The Texas Company, National Cash Register 
Company .. . and smaller, but equally progressive companies 
such as National Homes, Inc., The Warner Brothers Company, 
Smith-Corona, Inc., Eli Lilley & Company . . . and trade associa- 
tions such as the American Petroleum Institute, Florida Citrus 
Commission, and National Association of Home Builders. 


These companies and associations could undertake the exclu- 
sive marketing of their own film programs if they wished. They 
have the resources and the personnel to do the job. 


Why did they retain MODERN to help them? The same reason 


STALKING PICTURE SERVICE) 


NEW YORK JUdson 6-3830 


ATLANTA 

45 Rockefeller Plaza, New York 20, N. Y. 
DEI 7-3252 
CHICAGO aware 7.- 


140 E. Ontario Street, Chicago 11, Ill. 
DETROIT TEmple 2-421! 


956 Maccabees Building, Detroit 2, Mich. CHARLOTTE 
LOS ANGELES MAdison 9-2121 CHICAGO 
612 S. Flower Street, Los Angeles 17, Cal. CINCINNATI 


Make it effective for your company 


Market Your Sponsored Film Through 
THE Modem ORGANIZATION 


CEDAR RAPIDS 


they retain expert outside counsel, when needed, for legal 
advice, advertising campaigns, product marketing problems 
... Because they recognize that MODERN is an expert in a field 
that requires specialization. Because they realize from experi- 
ence that MODERN can do the kind of job they want done, more 
effectively and at less cost than they can do it themselves. 
Because they know that MODERN distribution saves precious 
time for their executives and staff. 


MODERN is the only organization that can effectively accom- 
plish sponsored film marketing through all four channels of 
circulation—television, theatrical, rural roadshow, and general 
16mm audiences. Our recommendations for any film are based 
on a complete knowledge of all channels. 


What about your film program? Why don’t you find out 
whether or not we can help you. You will be in good company. 
It will cost you nothing to investigate MODERN services but your 
time, and that will be repaid to you a thousandfold. 


We will be glad to consult with you on the distribution of your 
sponsored film program. For information, write or phone any of 
the MODERN division offices listed below. 


Nationwide quality service from Modern film libraries in 28 important cities 


CLEVELAND KANSAS CITY OMAHA 

DALLAS LOS ANGELES PHILADELPHIA 
DENVER MEMPHIS PITTSBURGH 
DETROIT MILWAUKEE ST. LOUIS 
HARRISBURG MINNEAPOLIS SAN FRANCISCO 
HOUSTON NEW ORLEANS SEATTLE 
INDIANAPOLIS NEW YORK WASHINGTON, D. C. 
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RIGHT off the REEL 


All Is Not Golden That Glitters at the American Film Assembly 


= SCANDINAVIANS have an old 
saying, “you don’t have to burn 
down the house to roast the pig” 
and the promoters of the recent 
American Film Assembly in Chi- 
cago might take this adage to heart. 

The collection of many thousands 
of dollars in “screening fees” and 
the labors of hundreds of jurors 
in the field and at Chicago last 
month for the purpose of selecting 
the “year’s best” sponsored and edu- 
cational motion pictures and slide- 
films was an effort appreciated by 
the winners but it didn’t add a thing 
to the value of films which were al- 


ready widely disseminated to the 
limit of their print capacity. 

The selection of some outstanding 
television documentaries from the 
CBS-TV Network as Golden Reel 
winners in competition with films 
produced for classroom use by com- 
panies whose creative aims were 
wholly different from the makers of 
the Adventure and Yor Are There 
programs also seemed highly ques- 
tionable. The fact that Mr. Frank 
Stanton, president of CBS, lends his 
name to the Assembly sponsor, the 
Film Council of America, as a mem- 
ber of its board of trustees, didn't 
add any lustre to those awards 
either. 

So, good films (most of them 
highly publicized by film journals 
like our own during the year past) 
were acknowledged as that by some 
hard-working jurors. That few of 
these people really knew anything 
about automation or were qualified 
experts in the highly-technical sub- 
ject matter they viewed may be be- 
side the point and it may not. 
Nobody was measuring the results 
many of these films have accom- 
plished during the past year. 


If the purpose, as announced, was 
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to publicize the L6mm “medium” 
then this was a numerical and artis- 
tic failure. An anticipated audience 
of 2,500 Assembly visitors finally 
dwindled down to less than 700 
registrants, including the jurors. 
Since each of these films might have 
served twice that number of viewers 
during the three-month period of 
gestation preceding the Assembly 
and since there is, indeed, a grave 
shortage of prints to serve the actual 
audiences for whom the films are 
intended, sponsors might reflect on 
whether the lustre of Golden Reels 
is worth the time and expense. 

For ourselves, we wonder what 
has happened to the really im- 
portant goal for which we labored 
in the immediate post-war years. 
Namely, to help set up and to aid 
the potential hundreds of local film 
councils such as Boston, Cleveland. 
Washington, New York, Chicago 
and Louisville and other centers 
have so maintained 
as islands of regional 16mm film 
activity. 


tenaciously 


As Cleveland advances toward 
nearly a decade of Film Festival 
activity in June of this year, we 
wonder why we don’t publicize and 
support similiar gatherings in Den- 
ver, New Orleans, St. Louis, Omaha, 
Atlanta, San Francisco, Seattle and 
elsewhere ? 

The real purpose of a Film Festi- 
val is simply to serve as a con- 
venient previewing focal center to 
which educators, group chairmen 
and sponsors may gravitate to view 
the progress made and to be stimu- 
lated to participate in the medium. 

It simply isn’t logical to create 
media that are as flexible as the 
l6mm or sound slidefilm projector 
affords us and then to centralize its 
promotional functions. Bring these 
tools back to the people, let the 
“enthusiasts” stand aside or simply 


help set up the program ingredients 
and invite the people in! 

Let the Film Council of America 
return to the fundamental task for 
which it was created, OHC 


General Foods Screens a ‘‘Harvest of Convenience” 


Sponsor: General Foods Corp. 
Title: Harvest of Convenience, 28 
min., color, produced by Paul 
Hance Productions, Ine. 
* Without detracting from its in- 
terest, or the enjoyment audiences 
may get from it, this film can be 
described as a twenty-eight minute 
commercial. It focusses on General 
Foods and its several dozen brand 
names and rarely strays from a 
familiar label for a minute. 
Commercial though it is—more 
an advertising than a public rela- 
tions venture, it would seem—the 
film is informative, colorful and a 
pleasure to look at. For instance, 
why is the imitation strawberry 
flavor in Jello so delicious ? The film 
shows how all the flavor in a thous- 
and choice berries is concentrated 
into a half test tube of amber liquid, 
Scientists go to work on the flavor’s 
hundreds of chemical essences until 
they succeed in producing “straw- 
berry” that is as delectable as a 
fresh berry, and more stable. 
In like manner, viewers will see 
how coffee is harvested, roasted 


Scene in new General Foods film. 


and packed; how corn flakes are 
made; how cod-fishermen operate 
as the first link in the chain that 
leads to Birdseye fish sticks. 
Feeding America, the film states, 
is a far bigger job than providing 
steel, oil, or automobiles measured 
in human effort, value of product, 
or the number of people involved, 
General Foods likes to point out 
that its particular task is to ever 
improve the quality of the nation’s 
food and provide it in more time 
saving form. yy 


A Visual Exposition on Prospecting for Uranium 


Sponsor: Union Carbide & Carbon 
Corp., in cooperation with the 
U.S. Bureau of Mines 

Tithe: The Petrified River, 28 min., 
color, produced by MPO Pro- 
ductions, Ine. 

* This is one of the first films to 
do justice to the story of the peace 
ful uses of uranium. It has been 
produced to cover the subject 
thoroughly from prospecting for the 
rare stuff to its uses as research 
isotopes, power producer and for 
cancer treatment. 

Opening with scenes of rim flying 
in the Colorado plateau, the film 
shows how modern prospectors fly 
along the rims of ancient rivers 
charting the walls with a radiation 
detecting scintillometer, while other 
men, much like prospectors of old, 
travel by foot with a Geiger counter 
hoping to some day hear the rapid 


‘The Petrified River’ 


Left: this scene from the 
Union Carbide film 
shows the staking of a 
uranium claim on the 
Colorado plateau. 
Right: the filmalso 
shows the process used 
in cooking uranium ore 
as it is prepared for 
many useful fields. 


clicks which might mean a fortune. 


Finding uranium is only the be 
ginning of a long, complicated pro 
cess of extracting and purifying the 
ore, Government and private indus 
try, working together, take part in 
both production of the uranium 
and research in its many and in 
creasing medical and industrial ap 
plications, 

The Petrified River goes into the 
“atomic pharmacy” at Oak Ridge 
to show how the wonderful, perilous 
stuff is handled with ineredibly 
complex manipulating equipment. It 
visits hospitals, agricultural research 
establishments and food preserva 
tion labs to deseribe the final uses 
of uranium, 


Technical animation illustrates 
the chemical formation of the uran 
jum atom, and also shows how an 


atomic power station works, Vad 
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Above: Texaco personnel gather in New York for the inaugural premiere of 


the company’s annual dealer meeting program, now touring the nation. 


Spring Is Texaco Uealer Time 


Films’ Important Role in Texas Company's 17th Annual Program 


Texas Company's annual 
spring dealer meetings this year 
were a reprise of the successful 
meetings which have now been con- 
ducted under the auspices of Tex. 
aco’s Sales Promotion Division for 
the past 17 years, 

Films again played an important 
part in telling the story, but this 
year the Hollywood stars and pretty 
girls were put aside in favor of 
other matters that were strictly busi- 
ness. Not that the 700 or more 
spring meetings were somber af. 


A prize and a handshake from Texas’ 
brass for an outstanding dealer. 


fairs—-as J. M. Gregory, Texaco’s 
Sales Promotion Manager, put it 
“business can be fun, too.” The 
demonstration meeting, also an an- 
nual affair held at the New York 
headquarters in the Chrysler Build. 
ing for “friends of the company,” 
proved his point, 

As usual, the clockwork timing, 
good humor and enthusiasm evi- 
dent in previous annual sessions 
were much in evidence. Though 
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these meetings are planned almost 
a year ahead, every one seems to 
have an extemporaneous quality 
that individualizes them from the 
usual. An hour and a half encom- 
passes brief talks, slidefilms, movies, 
entry this year—the 
Texaquiz, which is much like a TV 
panel show, with dealer partici- 


and a new 


pants, but with cleverly written cues 
which provide an up-beat note to 
close the meeting. 

Always Ahead, first color film on 
the show, concerns itself principally 
with the Texaco product, pointing 
out that the company’s research and 
manufacturing facilities are aimed 
at continually producing “some- 
thing better.” TCP, the Texaco 
gasoline additive, and the climate 
control system in which each pump 
supplies gasoline keyed to each 
area's climate conditions at all times 
of the year, are cases in point. 
Audio Productions produced this 
film. 

Stripfilms demonstrated the Tex- 
aco magazine and newspaper ads, 


Busy registration line marks the 17th 
inaugural of Texaco’s program. 


billboards, TV and radio, and 
dealer helps planned for this year. 

The brief talks, organized so that 
anyone in the Texaco sales organi- 
zation can give them effectively, are 
used as “bridges” between other 
elements of the show. These ele- 
ments—films, slides, etc.—carry the 
main theme to the dealers. 

The “feature” film, A Factual 
Story, was on a most interesting 
subject—-and one which has never 
been stressed strongly enough in the 
past by any petroleum company 
the interdependence of all dealers 
in each others’ welfare. It shows 
how one example of “extra” cour- 
teous service by a dealer to a travel- 


Advertising and World Markets 


IME INTERNATIONAL’S new wide- 

screen, three dimensional pres- 
entation, Advertising Is the World's 
Business has been designed to ac- 
quaint businessmen throughout the 
world with the need and value of 
advertising. 

The first part of the presentation 
describes in simple, logical terms 
the historical development of adver- 
tising. It traces the birth and growth 
of advertising from its modest be- 
ginnings in medieval times to its 
present complex form so necessary 
to modern business economy. 

Part II tells the story of Time’s 
five world-ranging editions and how 
a world-wide medium can be em- 
ployed to pass on information about 
companies and products on the local 
or international scale. 

The presentation defines the par- 
ticular uses, objectives and advan- 
tages of international advertising. 
It emphasizes the role of advertis- 
ing in developing acceptance of a 


BUSINESS SCREEN MAGAZINE 


ing customer in Montana made a 
full-time regular customer for a 
dealer in Texas; and conversely, 
how one dirty rest room can lose a 
good customer for all dealers. 

One good example shown is the 
Texaco dealer on a desert road in 
Nevada with no regular local trade. 
He treats all motorists as his best 
customers, explaining that good 
service by Texaco dealers all over 
the country was bringing him cus- 
tomers, and he meant to make sure 
he did as much for them. Written, 
produced and directed by Joseph 
Rothman, the film demonstrates the 
human touch which is Rothman’s 
trademark. 


| 
Painstaking attention to model detail is given by Visualscope’s Manny Rey. 


company and greater demand for its 
products, 

The presentation’s dramatic wide- 
screen effect, developed by Visual- 
scope, Inc. uses an anamorphic lens 
on a single projector and eliminates 
more complex 3-film, 3-projector 
equipment sometimes necessary for 
wide-screen productions. By filming 
sculptured figures in three-dimen- 
sional sets, and using directional 
lighting, a feeling of depth is created 
when the image is projected on the 
wide screen. In addition, the flexi- 
bility of the sets makes the film par- 
ticularly adaptable for 
showing by means of cellulose in- 
serts, by means of which foreign 
language copy may be imposed over 
the background sets. 

At the present time, plans call for 
this presentation to be translated 
into German, French, Japanese and 
Spanish and to be shown through- 
out the world to help convince busi- 
ness men of advertising’s value. & 
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Sponsor: United Fruit Company. 
Titles: The Living Circle, 13\% 


min., color; and Bananas? Si 
Senor, 13% min., color, pro- 
duced by John Sutherland Pro- 
ductions, Inc. 


* The Living Circle deals with the 
agricultural economy ‘of Central 
America in terms of coffee, bananas, 
abaca, cacao and African palm oil. 
It demonstrates that the flow of 
these goods northward and the flow 
of dollars southward enable our 
neighbors in Middle America to 
purchase more of our manufactured 
goods, to proceed with widespread 
road building, construction, irriga- 
tion and the like and result in ever- 
improving standards of living. 


Combines Art and Live-Action 


Combining some interesting May- 
an art derived animation and live 
action, it was filmed in Central 
America and underscores the theme 
of interdependence between the 
Americas. This “idea” film is quite 
a bit different from the extensive 
educational film program United 
Fruit has been conducting since 
1927 and which was budgeted last 
year at 10% of the total advertis- 
ing expenditure of the company. 
The Living Circle is aimed squarely 
at left-wing critics of the company 
who attack it as a monopoly and as 
an exploiter of other nations. 

The compaay points out that any- 
one can enter the banana industry 
who is willing to take the risk, for 
there is plenty of fine land avail- 
able. Plenty of transportation, too, 
with United Fruit owning only 14% 
of the number of refrigerator ships 
serving the banana lands. 


Record Speaks for Itself 


And United Fruit is prepared to 
compare its record in Latin Ameri- 


Below: a scene in “Bananas? Si Senor” introduces 
the charming screen personality of Chiquita Banana, 
and her songs add zest to the film. 
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The smiling sefior is pictured in the new motion picture “The Living Circle” 


United Fruit on the Screen 


“The Living Circle” Portrays Factual Data on Economic Problem; 


Second Colorful Film Marks Happy Return of Chiquita Banana 


ca with any other economic enter- 
prise anywhere. These reasons for 
making the film are not presented in 
The Living Circle in terms of the 
company, itself, for United Fruit is 
not mentioned, But its principles 
are presented movingly. 

According to Edmund 5S. Whit- 
man, Public Relations Director of 
the company, “One reason why in- 
ternational communism hates ba- 
nanas and has made United Fruit 
Company the number one whipping 
boy in its propaganda line right up 
to the forum of the United Nations 
is that we have demonstrated for 
years that we can live peacefully 
and usefully with our neighbors in 
Central America and that our pres- 
ence in those Republics has been a 
means ef developing strategic re- 
sources and raising living stand- 
ards—both of which are anathema 


to the concept of international com- 
munism, 

“Because of the current Soviet 
concentration on Latin America 
and trips of the Krushchev-Bulganin 
type are certainly in the offing—our 
moving picture is most timely. If 
and when emissaries of the Soviet 
succeed in putting over one of their 
grand tours in any of the Repub- 
lies of the Western Hemisphere we 
shall hope and plan to have our 
Living Circle on hand for theatrical 
and mobile unit projection at the 
right place and at the right time.” 


This United Fruit Picture 
Shows Growth and Distribution 


* Bananas? Si Senor picks up one 
of the crops from The Living Circle 

bananas-—and proceeds to dem- 
onstrate the usefulness of this crop 


to the economy of Middle America. 


Below: screen art helps to enliven sober facts about 
the economics of production and distribution in “The 


Living Circle,” just released by United Fruit. 
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It shows, also, something of the 
hazards of banana agriculture and, 
therefore, the need for the integra- 
tion of production, transportation 
and sales, This, too, is an important 
plank in the public relations plat. 
form of the company. 

Bananas? Si Senor marks the 
happy return of one of the nation’s 
most charming screen stars—Chi- 
quita Banana—and her songs are 
as delightful as ever. 

Both of the films will be dis. 
tributed with Spanish sound tracks 
throughout Latin America. A na- 
tional distributor for the &.S, will 
soon be announced, 

These are “Point Four in Action” 
films that present the case of private 
capital investment in practical down- 
to-earth terms. Both films elucidate 
the theme that private business men 
are doing a job in helping to build 
strong national economies and raise 
living without 


standards direct 


U.S. government aid, 


Introducing Aluminum Foil 


Sponsor: Revere Copper & Brass 
Incorporated, 


Tithe: Aluminum Foil, 13° min., 
color, produced by Loucks & Nor- 
ling Studios, Ine. 


* Revere, a big producer of non- 
ferrous metals, has recently begun 
large scale production of aluminum 
foil, used extensively in packaging, 
home use in the kitchen, and hun- 
dreds of less well known applica- 
tions. 

One of the important announce- 
ments Revere is making of the new 
product is a film, Aluminum Foil, 
which will soon receive national 
distribution, The picture, which first 
shows how foil is produced in roll- 
ing mills, goes on to demonstrate 
its countless applications from voice 
diaphragms in microphones to 
“stardust” for a lady's hair, 

Given a free hand on the film, 
and improvising as production pro 
gressed, Loucks & Norling veered 
away from the usual industrial ap- 
proach to metals and devised some 
fascinating innovations that make 
the film beautiful as well as in- 
formative. Many scenes have paint- 
ed backdrops and props giving an 
impressionistic rather than trompe 
flect that is most attractive 
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. as in all classic Westerns, the white-hatted hero (age 11) leads the “good 
guys” in a horse chase after the varmints (age 10 and 11) who went thataway. 


A Winning Bide for Child Health 


Straight Talk from the Lone Ranger and a Captivating Story 


Combine to Make an Outstanding Picture for School Audiences 


“I didn't like Willis because 
he was a showoff.” 

“lt kept me wondering what 
was going to happen 
next.” 

“It taught me lessons | didn't 
know.” 

“It was real exciting.” 


nese Wene 


written by 


Some of the com- 
elementary 
when A 
From the Lone Ranger, a 20-minute 


ments 
school children Vessage 
health and safety film (produced by 
Productions, Ine.) 
New York 
and New Jersey classrooms before 
the film was delivered in March to 
the sponsor, The American Bakeries 


Owen Murphy 


was audience-tested in 


Company, in Atlanta, Georgia. 

By April, over 80,000 school chil 
dren had seen the picture in the 
classrooms of 19 cities in the eight 
Southeastern states where American 
Bakeries’ :Merita 
uted, In less than four weeks of dis 
tribution, Leigh H. Kelley, 
president of Tucker Wayne & Co., 
the client's advertising agency, was 


Bread is distrib 


vice 


able to report: 


“Doing an Outstanding Job” 


“This film is doing an outstand 
ing job wherever it has been shown, 
and the concensus of opinion here 
is that this film is one of the finest 
of its kind ever released to schools. 
Inasmuch as the film uses children 
health 
outstanding 


to enact the cardinal and 


safety rules, and an 
personality like the Lone Ranger 
to explain them these two features 
have put the film way above the 
usual run of health and safety films 
in the eyes of educators throughout 


our territory, Without exception, 
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the educators who have seen the 


picture have commented on these 
two factors.” 

The secret of the film’s audience 
appeal lies in the fact that it was 
designed to tell a serious story of 
health and safety to school children 
that they 


most easily digest. The health and 


in terms themselves can 
safety rules apply to their own real 
day-to-day lives, and the story is in 
the terms of their own secret dreams 
of being cowboy—and cowgirl 
heroes. 

What the school audiences see is 
an exciting Western in which all 
the major and minor characters 
the white-hatted 
black-hatted villains 


themselves. 


and the 


are kids like 


her oes 


Film Teaches by Its Examples 

The villanies of the “bad guys” 
reduce themselves down to simple 
of the health and safety 
Health 
and Safety Club. The strength and 
the triumphs of the “good guys” 


violation 


rules of the Lone Ranger 


arise out of their living by these 
simple rules, 
utilization, this 


kind of 


by example and by the 


In ‘ lassroom 
turns out to be the best 
teaching 
emotional participation of — the 
young viewers, themselves. 

The manager of the Jacksonville 
Merita Bread plant offered the film 
to Lt. Beattie, head of the School 
Boy Trafic Control, and over 400 
boy trathe officers have seen it thus 
far. Both the city and county patrol 
directors are using the film in every 
their 
other communities, the film will be 


school in districts. In some 
shown in summer camps after the 
re gular school season closes. Tele- 


vision stations have requested the 


film for showing in dozens of cities 
in the Southeast. 

Most of 
Ranger 
Tumbleweed 


A Message From the 

was shot at the 
Ranch, a children’s 
vacation ranch near Kingston, N.Y. 
from the 
and 


Lone 


The actors were chosen 


young ranchers themselves, 


give a surprisingly good profes- 
sional performance. Youngsters, it 
seems, find playing cowboys some- 
thing that comes naturally. 

The film is as charming and non- 
commercial as could be. The legen- 
dary Lone Ranger, himself, does not 
appear on the screen, merely as the 
narrator of the Otherwise, 
the film is all chil- 


story. 
children for 


dren. 
KEY SCENES 


IN THIS FILM 


While the “good guys” relax at the 
campfire, the “villain” sits in back 
and plots to break the laws. . . 


The heavy’s crime is breaking the 
Lone Ranger's law about playing 
with matches as he sets toolhouse 
afire . 


. . @ lariat, naturally, is used by the 
hero to yank the villain off his mus- 
tang as the posse closes in. . . 


. . » but good sportsmanship is also 
part of the Lone Ranger's code us 
kids make up after hero’s lariat saves 
villain from fall over cliff. 


“Time for Tomorrow” 


Scene in 


Pointing Young People to 
Careers in Pharmacy 
Fitms dealing with phar- 


maceutical education, the first 
of their kind, have been released by 
the American of Col- 
leges of Pharmacy and the American 
Foundation for Pharmaceutical Edu- 
cation, 
Design for Lije, 19 min., color. 
attempts to motivate promising high 


Association 


school and college students toward 
a career in pharmacy. Its theme 
centers around a father-son conflict 
over the boy's career; the youth 
electing a pharmaceutical 
initial 
father who wishes his son to join 


career 
over the objections of a 
him in the family business. 

Time for Tomorrow, 20° min.., 
color, seeks to acquaint prospective 
pharmacy students with the pro- 
gram of study at a representative 
college of pharmacy. The film was 
photographed at the Universities 
of Southern California, California, 
Michigan and Connecticut; Wooster 
College; and the Upjohn Company. 
Kalamazoo, Michigan. 

A 60-frame slidefilm in 
color, Program of Study, similar in 
theme to Time for Tomorrow and 


silent 


using scenes from the movie is also 
being produced. The slidefilm is 
designed for use in small classes 
and by individuals. 

The American Association of Col- 
leges of Pharmacy is a non-profit, 
unincorporated society of 76 Ameri- 
can Colleges of Pharmacy. It pro- 
motes pharmaceutical education and 
research through regional and na- 
tional conferences, an annual teach- 
seminar and the 
American Journal of Pharmaceu- 
tical Education. 

The 


Pharmaceutical 


ers’ quarterly 


Foundation for 
Education, a 


American 
non- 
profit all-drug industry alliance, was 
organized in 1942 to provide finan- 
cial assistance for the advancement 
of pharmaceutical education. 

A distributor for both films will 
soon be announced by the AACP, & 
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New Technique for Life Insurance Sales 


Carefully-Conceived Management Development Program of Visual Training Sessions 


for Business Firms Aids Prospecting for Newark’s Mutual Benefit Life Insurance Co. 


HE CONCEPT OF OFFERING a potential cus- 
g pws a “bonus” in the form of something 
other than your product that he can use for his 
own advantage . is coming into constantly 
wider use. Many firms, particularly those which 
themselves deal in services rather than in merch- 
andise, are turning to it as a productive and 
valid sales device. 

The Mutual Benefit Life Insurance Company 
of Newark . . . twelfth largest in the nation .. . 
has now entered this field with an approach that 
is stimulatingly new in three directions: 


... It presents a new technique of life-insur- 
ance prospecting. 


... It adds a new dimension to audio-visual 
management development programs, 


...« It offers a new type of service to pros- 
pective clients. 


Mutual Benefit Life’s technique of life insur- 
ance prospecting is called “Selective Group 
Merchandising” and its virtue from a_ sales 
standpoint is that it enables the life underwriter 
to do the preliminary steps in prospecting and 
presentation to a group of highly qualified 
people instead of to just one person at a time. 
As the company says: “It opens doors to a block 
of houses with one push of a doorbell.” 


Primarily Intended for Business and Industry 


Selective Group Merchandising is intended to 
operate primarily within industry and business 
... from the very top level down to first-line 
supervision; and secondarily in clubs, civic and 
fraternal organizations. It gives an agent entree 
to these key people on the high prestige basis 
of furnishing them with an important and genu- 
ine service. 

This service is a carefully conceived manage- 
ment development program that makes use of a 
wide range of filmed and printed media. Titled 


“The Time Is Now” presents the case history of a 
supervisor Clay Warren and his future . . . 


~ | 


NUMBER 


1956 


The True Security, the program is offered by 
Mutual Benefit Life to industry with no strings 
attached. Its objective is to stimulate new atti- 
tudes among supervisory personnel and to build 
the skills with which they can put these atti- 
tudes to work for themselves and their company. 

Recognizing that they themselves were not ex- 
perts in the skills of management development 
and communications and wanting to ensure that 
The True Security would have true validity, 
Mutual Benefit called in Henry Strauss & Co.,, 
Inc. to develop and produce the program. 

The direction and content of the program as 
conceived by Strauss & Mutual Benefit consti- 
tutes a third new element. Major emphasis of 
The True Security is on revitalizing individual 


“Where does security lie . . . in a comfortable 
mental foxhole or in continued growth?” 


initiative... on helping people see that personal 
security depends on personal growth and on 
making them want to develop in themselves the 
inner assets they need to handle increased re- 
sponsibility, 

Specifically, it works in three areas: 

What does a supervisor and executive need 
to do his own job well? 

How can he work better with people and help 
them develop their full potential 7 

How can he free himself from financial worry 
that might hamper his effectiveness? 

The True Security is an integrated training 
course covering a wide variety of topics that 
underlie its basic theme. To make it adaptable 
to the training needs and training facilities of a 
wide range of companies large and small it is 
broken down into ten flexible units each of 
which can be used alone and all of which, taken 
together, form a logical pattern of conference 


* « 


“The True Secruity” program 
elements pictured at right include 
charts, bookets and motion pictures 
comprising ten flexible units for 
conference use in a business or 
industrial company. 


Mutual Benefit's president Bruce 
Palmer cites program’s background. 


training sessions. The program includes a fully 
detailed Conference Leader's Guide that outlines 
the purposes of each unit, suggests ideas for dis- 
cussion, and gives all the information that a 
trainer, no matter what his level of experience, 
might need for conducting the program, 

The subject matter of these sessions include; 
Individual Initiative, Teamwork, Planning, Fi- 
nancial Planning, Integrity, Craftsmanship, Lead. 
ership, Communications, Strengthening Manage. 
ment Skills, and Developing Subordinates. 


Sessions Conducted by Company's Personnel 

All of these, with the exception of the unit on 
Financial Planning which is given by a Mutual 
Benefit Representative, are designed to be con 
ducted by the client company’s own training 
personnel. 

The Financial Planning Unit... based around 


a semi-animated film Making Money Work . . 


is in no way a direct piteh for insurance sales. 
It is a carefully objective session devoted to 
stimulating in its audience a realization of the 
importance of personal financial planning and 
showing some methods of carrying it out sue. 
cessfully, It does point up that the Life Under. 
writer is highly qualified to give guidance in 
this field, and obviously Mutual Benefit hopes 


(CONTINUED ON PAGE SIXTY-SIX) 
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An Historic “First” in the Steel Industry — 


Training Program for Salesmen 


Helps Republic Steel Distributors 


An Up-to-the-Minute Sales Training Program for Distributors’ 


N THis AMERICAN 
economy, the makers of heavy 
durable goods such as steel have 


been more concerned with increas- 
ing plant capacities than with the 
problem of selling their wares. Dur- 
ing a decade of scarcity, the steel 
products salesman has become more 
an artful dodger of irate customers 


BUSINESS 
SCREEN 
FIELD REPORT 


than a skilful practitioner of modern 
salesmanship. 

ang squarely toward that event- 
ful day when its distributors’ sales 


The experienced salesman knows the importance of “being purposeful’ 
in his contacts. In this scene from “The Care and Handling of Buyers” the 
importance of saving customer time, of giving service, is stressed. 


Salesmen Is Replete With Films, Flip Charts, and Printed Media 


forces must regain the lost art of 
selling, the Republic Steel Corpora- 
tion has made an historic contri- 
bution by a prophetic and early 
move into the neglected field of 
sales training. Probably the first of 
its kind ever attempted in that in- 
dustry, Republic has sponsored a 
sales training program it calls The 
Order Makers Institute and has 
aimed full loads of high-velocity 
ammunition at a critical phase of 
manufacture the pipe products 
handled by more than 400 carefully- 
selected distributors. 


OMI began to take shape back in 
1954 when Republic's vice-president 
in charge of sales, Norman W. Foy, 
and the company’s general manager 
of sales, Larry 5S. Hamaker, took a 
long and searching look into po- 
tential sales problems of their pipe 
distributors throughout the nation. 
Salesmen for these carefully-selected 
distributors have felt little pressure 
through recent years. Many of them 
have come up through the ranks in 
an era of plenty. 

Early surveys deepened into full- 
scale research of the field by the 
company’s Commercial Research Di- 
vision under P. J. Sandmaier, its 
manager. With the aid of trained 
interviewers from an outside agency, 
Republic began to turn up solid 
factual data about the sales prob- 
lems its distributors and salesmen 
would face. More important, the 


The purchasing agent says: “most of my information on new products and 
market conditions generally comes from well-informed salesmen. But to be 
useful, the information better be right, and not just hot air.” 


THE 

ORDER 

SMLAKERS 
INSTITUTE 


SELLING 
Lal 
REPUBLIC STEEL CORPORATION 


DEVELOPED 

sy... 
This simple announcement piece 
discloses a mine of valuable training 
material for over 400 Republic pipe 
distributors across the nation. 


interviews went into depth among 
the purchasing agents these sales- 
men were contacting. The common 
plaint “these boys can take orders 
but can’t make “em” became a prime 
challenge to Republic’s sales leader- 
ship. 

Two months ago, the idea and the 
research were harvested as Republic 
unveiled its sales training course at 
one-day meetings of distributor com- 
pany heads in Tulsa, Birmingham 
and Cleveland. With the aid of Wild- 
ing Picture Productions’ specialists, 
aided by Chuck B. Nelis of the Com- 
mercial Research Division, a com- 
plete program comprising six train- 
ing sessions was progressively un- 
veiled during a dramatic day of 
presentation and discussion in which 
every principal in the Republic sales 
and research activities took an ac- 
tive part. 

The six training sessions, a very 
liberal “education in selling” were 


offered to every one of the more 
than 400 Republic distributors with- 
out cost. In fact, though this OMI 
program goes far beyond the prob- 
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lem of increasing pipe sales, Re- 
public will provide all the training 
materials including the services of 
a discussion leader. “Authorization” 
certificates handed out to distribu- 
tors at the previews were universally 
and enthusiastically accepted. 

Jay Owings, Republic’s manager 
of sales for the Pipe Division, sum- 
med up the goals of OMI in this 
way: 

1. to provide selling methods that 

work. 

2. to provide time management 

techniques. 

3. to give useful product infor- 

mation. 

4. to provide sales tools that 

work, and 
5. to instill enthusiasm for the 
selling job ahead. 

You have to really take part in 
an OMI demonstration to catch the 


Republic Steel Corporation's president C. M. White is the man behind the desk in the picture above. The sales 


executive team behind the precedent-breaking OM! Program are Norman W. Foy, vice-president in charge of sales 
(center) and Larry S. Hamaker, Republic’s general manager of sales. 


Oil country tubular goods are a specialized phase of Republic's pipe sales 
activity. A special film production “Let's Look Deeper” was produced to be of 
specific help to distributor salesmen who contact suppliers and users in the 
petroleum industry, as part of the OMI package created by Wilding. 


full significance of these skillfully 
blended tools. There are ten 16mm 
sound motion pictures in the “pack- 
age” plus flip charts that review the 
faults of salesmen. Even the projec- 
tion equipment, a_ self-contained 
16mm suitcase projector, is designed 
for maximum portability and con- 
venience in the field. 

Typical and outstanding among 
the OMI films produced by Wilding 
is an inspirational subject The Care 
and Handling of Buyers. This pic- 
ture gets into the specifics that pur- 
chasing agents noted to Republic 
researchers. It turns the salesman’s 
failings into result-producing ideas 
based on being helpful, tactful, 
purposeful and flexible. A story line 
brings role-playing into action as a 
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hard-to-convinee purchasing agent 
converts a bumbling salesman into 
a skillful practitioner. 

Because the oil industry is a very 
specific part of Republic's sales 
operation, requiring matched tech- 
niques, the program for Tulsa and 
for distributors handling oil indus- 
try customers, was custom-tailored. 
A motion picture Let's Look Deeper, 
deals with the part played by oil 
country tubular goods in the pro- 
duction of petroleum. 

Other films in the OMI program 
are tooled to similar specifies in the 
salesman’s future: The Shrinking 
Watch shows the proper manage- 
ment of selling time; A Pipe for the 
Purpose gives much-needed technical 
information to refresh the sales- 


man’s product know-how on Repub- 
lic specialties, Electric Weld and 
Seamless Pipe. Arteries of a Nation 
gives facts about Butt Weld Pipe. 

do-it-yourself film that even 
consumers would appreciate is Pipe- 
lines to the Future which covers 
plastic pipe installation. Distributor 
meeting guests saw the complete 
film on The Care and Handling of 
Buyers but only excerpts were pre: 
sented of the other pictures. 

This report on OMI hardly 


scratches the surface, The situations 
uncovered by research were most 
competently presented by profes 
sional theatrical talent utilizing 
numerous skits, showing the need 
uncovered in the field. Republic was 
a gracious host during these well 
filled but swiftly-paced demonstra- 
tion days but its contribution in the 
months ahead will be even more ap 
preciated as The Order Makers’ In. 
stitute makes its impetus felt on the 
distributors’ sales volume, ed 


DRAMA AND VISUAL CLARITY HELP DELIVER SALES FUNDAMENTALS 


The young man’s viewpoint in 
pipe sales for oil industry is presented 
in this scene from an OMI film. 


Below: practical pointers on plastic 
pipe installation for a lawn-sprinkler 
job were shown in one picture. 


+ 


A dramatic sequence from the OMI 
film program illustrates how motion 
pictures help motivate thinking 


Below: close-up views give specific 
facts about the application of Re- 
public plastic pipe for home use. 
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ROUTINE NEEDS 


FUTURE NEEDS 


FINANCIAL AND 
EMERGENCY NEEDs 


CHECKING ACOOUNTS 
SAVINGS ACCOUNTS, 
LOANS 
" 


The banker suggests some of the many ways in which to use your bank . 


Visual Review of Banking Service 


“How to Use Your Bank” Becomes the 6th Film in ABA‘s Library 


* How to Use Your Bank—«a 10 
minute black/white motion picture 
reviewing bank services and how 
these services are used for personal 
needs been sponsored by the 
Association as 
a general-audience addition to the 
Association's series of six educa 


American Banker's 


tional films on banking and finance. 

Produced and distributed by the 
Association's Public Relations Coun- 
cil, How to Use Your Bank was de 
signed in recognition of two sur- 
1,923 high 
schools in 16 states, indicated that 


veys: one survey, of 


information on how to use the bank 


A safe deposit box .. . the sure way 
to safeguard jewelry, securities and 
valuable papers — is pictured. 


was what these schools wanted most 
in a banking film; another survey, 
of 1,392 commercial banks, showed 
that bankers believe that their big 
objective is to “sell the advantages 
of dealing with a bank for specifi 
and complete financial service.” 
To five adult and school audi 
ences a better understanding of all 
bank services and to show the ad 
vantages of using all these services, 


the film runs along in informal 


“How to Use Your Bank” shows one 
step in the servicing of a customer's 
checking account. 


style, clearing up misconceptions 
behind-the- 
bank. The narrator 
points out that banking today meets 
three basic 


and taking viewers 


scenes in 
needs: routine needs 
(checking aceounts), future needs 
(savings accounts), and financial 
and emergency needs (loans). 

Howto Use Your Bank describes 
the nature of checking and savings 
accounts, how they are opened, 
used, It explains the kinds of loans 
banks grant, the reasons why banks 
want to lend and = circumstances 
under which banks may consider it 
wrong to grant a loan, Among other 
services noted are safe deposit fa- 
cilities, sale and redemption of U.S. 
Savings Bonds, issuance of traveler's 
checks, letters of 
credit and the settling of estates and 
handling of trusts, 


money orders, 


The film cites the relationship be 
tween banks and their communities 
and contrasts modern and primitive 
ways of handling and safeguarding 
money. 

How to Use Your Bank is the 


Association's first film giving a 


whole view of banking and meant 
for both adult groups as well as 
young people. The sponsor's other 
films cover only one facet of bank- 
ing and are aimed primarily at stu- 
dents. To date more than 1,000 banks 
and over 450 bank groups, such as 
clearing houses and county associa- 
tions, have purchased A.B.A. films 
for showing to school groups and to 


bank employees for training use. 

Distribution of the new film, like 
the others, is made only through 
local banks or bank groups. In- 
formation on-—and order forms for 

any of the seven A.B.A. films may 
be obtained by writing to: Public 
Relations Council, American Bank- 
ers Association, 12 East 36th Street. 


New York 16, New York. bad’ 


Meet Connie Moon: Socony Mobil’s Film Custodian 


* For the past year, Socony Mobil 
Oil Company’s film library has been 
headed by Connie Moon, who came 
to the company after extensive past 
experience as writer, editor and lec- 
turer. Her department plans the pub- 
lie distribution of the company’s 
impressive library of motion pic- 
tures and slidefilms and, in addition, 
acts to encourage and help the 
Socony Mobil speakers’ panel which 
now has 485 enrolled members. 

Her work on the production of 
such new films as Challenge on the 
Lake and All of a Sudden, and her 
wholehearted cooperation with their 
producers is responsible for not a 
little of the successful way they were 
brought forth. 

Miss Moon has been lucky enough 
in her job to inherit a group of 
films in distribution which are as 
good as anything to be seen on 
l6mm and television screens. The 
new films she has worked on will 
join In the Beginning, the great 
picture of the Grand Canyon, which 
has been the most popular of all 
films distributed by Modern Talk- 
ing Picture Service Inc. to schools. 
In fact, among Modern’s 10 most 
popular films, four are sponsored 
by Socony Mobil. 

Connie Moon believes that wom- 
en's audiences do not have special 


an Hav 


interests which exclude their ap- 
preciation of industry. In her form- 
er job as Women’s Program Super- 
visor of the American Petroleum 
Institute she developed a demon- 
stration lecture called The Magic 
Suitcase which showed the hundreds 
of products made from oil that pro- 
vide milady with beauty, ease and 
comfort. The lecture proved to be 
one of the most popular projects of 
the public relations program of the 
API. 

Safety and conservation, as rep- 
resented in a growing number of 
Socony Mobil subjects, are particu- 
larly in tune with women’s interests, 
she feels. One plan she has devel- 
oped is a special offering of such 
safety films as And Then There 
W ere Four and All of a Sudden (via 
Sterling-Movies-LSA) to television 
stations for showing concurrently 
with the major holiday heavy driv- 
ing seasons. 

For a career girl who has lived 
her life with a typewriter and 
printer's ink as a chief medium of 
expression, Connie Moon has found 
that the fascination of film has 
opened a whole new vista for her. It 
is a big challenge, but if she can 
come up with more films like Chal- 
lenge on the Lake and All of a 
Sudden, she is a sure winner. & 


(Right) Connie Moon of Socony Mobil. 
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ry\wo New public relations films 
| gel released last month by the 
Socony Mobil Oil Company: All of 
a Sudden (produced by Unifilms, 
Inc.) which shows the relationship 
of emotions to driving habits, and 
Challenge on the Lake ( produced by 
Marathon TY Ine.) 
which records the record speed boat 
run of Donald Campbell. 

All of a Sudden is notable in sev- 
eral respects—it does not harp on 


New sreel, 


the dire warning as its main theme; 
it is intelligent, never plays down 
to its audience; and it does not 
scold. It recognizes that the dire 
warning is seldom effective because 
sudden death is what always hap- 
pens to the “other fellow”; it estab- 
lishes a central character no differ- 


Did you ever have the urge to push 
someone out of a crowded elevator 
when you're in a hurry? 


ent from you or me, for all of us 
have, at some time or other, driven 
with emotion at the wheel; and be- 
ing human and recognizable, the 
main characters assume be- 
lievability than hundred 
other safety films on the same sub- 
ject. 


a good 


Always. audiences will receive the 
message of a lecture or film on 
safety with good intentions. It is 
easy and customary to pay lip serv- 
ice to the familiar ritual. But, that 
is never enough for the back-slid- 
ers in this, and other solemn causes, 
always outnumber the true believers. 

All of a Sudden uses a technique 
that is not often seen—it does not 
make the reckless driver so much 
afraid of his recklessness, or even 
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Your Emotions Can 
Ilrive You to Death... 


Socony Mobil Oil Company Presents a Safety Film 
With “Hot” Idea—Plus Newsreel on “The Bluebird” 


ashamed of his highway transgres- 
sions——it wants him to remember 
himself as the man he saw in the 
picture—-an ordinary guy who 
sometimes blows off steam in his car 

and remember how ridiculous he 
looks when he does it. It is perfectly 
true that most people can stand be- 
ing bad, or dangerous drivers, and 
take a peculiar pride in it, but ridic- 
ulous? never. All of a Sudden suc- 
ceeds in making the man who drives 
badly more than a menace, but an 
oaf, and probably nothing could 
strike home more surely. 

The theme of ridicule has been 
approached in some animation films 
in the past, but who identifies him- 
self with a driver represented as a 
modern art gargoyle? Anyone will 
identify with All of a Sudden for all 
these drivers are “good guys,” and, 


as can easily be seen—ourselves, 


Campbell’s “Bluebird” in Action 


* Challenge on the Lake is a super 
sports reel, much in the manner of 
a Bill Stern subject. Will Donald 
Campbell overcome the odds, the 
disappointments? Sure he does, and 
the pictorial record of his triumph 
is also a photographic triumph. In 
one sustained pan. the camera re- 
cords, as if close-up, the entire run 
of Campbell's Bluebird as it makes 
its two runs for a record of 216.2 


MPH across Lake Mead. Nevada. 


1956 


Excellent, in every respect, photo 
graphically, the culminating scene 
is tremendous—the camera crew 
used a “King Kong” type Astro 
640mm lens in « gyro mount to fol 
low Campbell across the lake in one 
of the most exe iting sports scenes 


of the year, ad 
How to Obtain These Pictures 
® Television program directors in 


terested in Socony’s safety films 


Are you one of these irritated drivers? Two characters from 
“All of a Sudden” remind us that we sometimes feel like push- 
ing some motorist off a crowded highway when late for an 
appointment. Few people yield to the urge pictured in the 
smaller scene at left but too many indulge in some form of 
above reactions. Here is a new film which shows the relation. 
ship of emotions to driving habits and has persuasive appeal. 


available to tv should contact Ster 
ling-Movies U.S.A., 205 bk. 42nd 
st.. New York 17, N.Y. Sixteen mil 
limeter users wishing to borrow 
Challenge on the Lake may write: 
Department B, Film Library, Se 
cony Mobil Oil Company, 26 Broad 
way, New York 4, N.Y, Socony’s 
lomm films are also distributed by 


Modern Talking 
Inc., through regional offices, 


Picture Service, 


Below: Donald Campbell's jet-propelled Bluebird whooses across Lake Mead 
at nearly 240 m.p.h. His average speed for the 2-way run was 216.2 m.p.h., a 
new world’s record. A scene from “Challenge in the Lake.” 
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Promotion piece for trade mailings 
is one of several being used for an- 
nouncement of “It's Up to You.” 


ne ANNUAL RESTAURANT 

“Cueck” in the U.S, will total 
about $17 billion in 1956 and, ae- 
cording to recent estimates, should 
grow to about $35 billion by 1975. 
To help the nation’s food service 
operators write some much-needed 
insurance on that economic goal is 
the aim of a new sales documentary 
motion picture /t's Up to You, spon- 
sored by the Kraft Foods Company 
in cooperation with the National 
Restaurant Association. 

The 25-minute color film was 
premiered on May &th before the 
full attendance of the 37th Annual 
Restaurant Convention in Chicago. 
It oceupied an enviable program 


PROMOTION INSURANCE FOR A $37 BILLION FUTURE MARKET 


First Aid for Food Service 


Kraft Foods’ Institutional Sales Sponsors “It’s Up to You” Film to 
Help Restaurant Trade Utilize Modern Merchandising Techniques 


spot following the president's report 
by NRA chief Marion 
Isbell. Daily showings followed for 
the duration of the convention. 


executive 


Sponsored by Kraft as a service 
to the industry, It's Up to You 
shows food service operators and 
suppliers some much-neglected facts 
about merchandising and advertis- 
ing as a means of increasing sales 
volume. Commenting on this mis- 


sion, Robert Lochridge, Kraft’s in- 
stitutional sales manager, says: 

“A more aggressive promotion 
job in the industry will have to be 
done, as this film points out, if 
volume growth is to be accom- 
plished. The job to be done is 
primarily one of intensive merchan- 


You are cordially invited to attend the 
Premiere Showing of 


“IT’S UP TO YOU” 


A twenty-five minute motion picture in color, showing how 
modern advertising, merchandising, and selling methods 


can build business and profits for the food service operator. 
Produced by Raphael G. Wolff Studios, Inc., Hollywood, California 


Presented by 
KRAFT FOODS COMPANY 
in cooperation with the National Rest tA iati 
National Restaurant Association Convention Tuesday, May 8 
Navy Pier, Chicago, Illinois 9:00 A.M. 


dising and advertising and the use 
of proven selling techniques used so 
successfully in other fields.” 

In a recent 12-month period, the 
picture notes, “sales of food for the 
home increased by $2 billion, but 
the restaurant ‘check’ 
about the same.” 


remained 


Kraft products play an integrated 
role in merchandising suggestions 
made throughout the picture as the 


“merchandising” of hearty break- 
fasts, better window displays, special 
entrees, and a host of advertising 
tools are surveyed for lunch counter, 
cafeteria, tea-room and drive-in 
operations, to name a few. 

“If the many projects recently 
launched within the industry are to 


The value of the time-honored rest- 
aurant promotion—the menu tip-on— 
is appraised in Kraft's film. 


be of value to the individual oper- 
ator, he must adapt and revise them 
to fit his particular operation,” 
Lochridge. “Likewise, the 
same use and adaptation of ideas 
must be considered in contacts with 
trade salesmen, in utilizing trade 
magazines and in working within 
trade groups,” he concluded. 

It’s Up te You was filmed in 
the Hollywood, Calif., studios of 
Raphael G. Wolff. The picture 
marks a new milestone in National 
Restaurant Association promotional 
activities, joining other visual tools 
in that organization’s library. 

Evidence that it will not be a 
dormant addition was given by the 
aggressive promotion of the film 
planned by Kraft’s sales promotion 
manager, J. E. McClellan, and by 
the directly-interested institutional 
sales activity under the direction of 
Bob Lochridge. Colorful announce- 
ment literature, trade advertising 
and considerable publicity will pro- 
mote the already formidable list of 
trade showings scheduled through 
regional food-service groups and in- 
dividual operations this year. Only 
trade showings are being booked by 
the NRA and Kraft 
tives at this time. 

The new film may be available 
after this year for other showings, 
including distributive classes. La 


notes 


representa- 


SCENES LIKE THESE FROM “IT'S UP TO YOU” SHOW WAY TO FOOD SERVICE PROFITS 


Every type of restaurant, the film points out, can 
greatly increase its cash register music by aggres- 
sively going after business. 
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Window displays like this can turn a fancy 
extra profit for the restaurant operator by inspir- 
ing customers to order “extra income” dishes. 


i 


The drive-in restaurant, too, can take a page 
from book of supermarket, where national adver- 
tising is backed by appetite-appealing displays. 
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JAVA Meets at Chicago 


Ninth Annual Meeting of Industrial Audio-Visual Association 
Covers Three-Day Span of Valuable Data for Business Sponsors 


HE NintH ANNUAL MEETING of 
of the Industrial Au- 
dio-Visual Association, national or- 
ganization of business executives 
primarily concerned with audio- 


IAVA’s new president is Wil- 
liam B. Cox, Santa Fe Railway. 


visual media, has gone into the 
records kept by Jim Craig of Gen- 
eral Motors, its historian. Plans are 
already underway for the annual 
fall meeting, traditionally held in 
the East. Program chairman for the 
fall sessions is Alden Livingston of 
E. 1. duPont de Nemours. 
Presiding as chief executive of 
IAVA for 1956-57 is William B. 
Cox, Santa Fe Railway pr. repre- 
sentative. First vice-president is 
Frank Rollins of E. R. Squibb & 
Sons; second vice-president is Frank 
Greenleaf of U.S. Steel. Secretary 
of IAVA is Alan Morrison of So- 
cony Mobil Oil Company and assist- 


“Creative Thinking” was a pro- 
gram highlight presented by Wil- 
liam Clark of the Ethyl Corporation. 


ant secretary is Robert McCaslin of 
Caterpillar Tractor Co, John Hawk- 
inson, Illinois Central Railroad au- 
dio-visual manager, continues his 
successive terms as treasurer. 
Regional directors include: Joel 
Anderson, Brown & Bigelow ( North- 
ern): William J. Connelley, Bake- 
lite Company (Eastern) ; Vie John- 
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son, Standard Oil of Indiana (Cen- 
tral); Riley W. Marsh, Humble Oil 
(Southern) and Bernard Bailey, 
Mytinger & Cassellbery (Western). 

The IAVA Advisory Council now 
includes Stan Puddiford, Michigan 
Bell (membership chairman); An- 
thony Yunker (Illinois Bell) pro- 
gram chairman for 1957 meeting: 
Ray Bonta, General Electric (pub- 
licity chairman); Walter Burton, 
Minneapolis-Honeywell (technical 
chairman); Ken Penny, Minnesota 
Mining & Mfr. Co. (constitution 
chairman); the past presidents’ 
committee is headed by Fred Beach 
of Remington Rand. 

Highlights of the 1956 meeting 


Behind the scenes at |AVA’s annual meeting as Vic Johnson (center 
above) gets program suggestions from Ralph Teichler (Socony Mobil Oil 
Co.) seated at left and O. H. Peterson, seated at right, during respite. 


Below: This Edgewater Beach Hotel meeting room was the scene of the 
ninth annual |AVA meeting, attended by representatives of more than 
80 of America’s leading business users of audio and visual media. 


Meet the new officers of the Industrial Audio-Visual Association: front 
row (I to r) Frank Greenleaf, second vice-president; William B. Cox, 
president; and Frank Rollins; first vice-president. Second row, standing 
(| to r) are John Hawkinson, treasurer; Robert McCaslin, assistant secre- 
tary; Vic Johnson, central director; Joel Anderson, northern director; Alan 
Morrison, secretary; and William J. Connelley, regional director. 


included a visual presentation on 
“brainstorming” technique; a dem 
onstration of closed-cireuit tv.; and 
a discussion of visual production on 
“short notice” by O. H. Peterson 
of Standard Oil. Three days of 
fruitful round-table meetings and an 
exchange of problems rounded out 
an eventful program. yy 


President-elect Cox (left) receives 
congratulations from retiring IAVA 
president Fred Beach after election. 
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Host to Chicago press was B&H president Charles H. Percy (left) with Philip 
Lesly, public relations consultant (center) and Robert Fleming, chief of the 
Chicago bureau of Newsweek Magazine. (Business Screen photo exclusives.) 


Inaugurating a Golden Anniversary Year— 


Bell & Howell Meets the Press 


200-EE Electric Eye Camera Makes Debut in Chicago, New York 


its SOrn Year, the 
4 Bell & Howell Company has 
adopted as its golden anniversary 
“Finer Products 


theme through 


Imagination.” In those eventful 
years since a pair of Chicagoans, 
Don Bell and A, 5, Howell, set up 
their motion picture equipment shop 
in 1907, the company they founded 
has given considerable meaning to 
its anniversary slogan. Within re 
cent years, the development of the 
Filmosound 202 magnetic recording 
projector, a Lomm wide-screen ana 
morphic lens, stereo cameras and a 
fully automatic slide projector have 
been of special interest to Business 
SCREEN readers, 

Still another dividend from B&H 
engineering efforts 
made a significant debut at simul 


and research 


Jamp Schach, assistant to vice-president of 
merchandising at BAH, explains principles of 
the 200-£E to Robert L. Mcintyre, camera edi 
tor of the Chicago Tribune 
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taneous press parties in Chicago and 
New York on April 25 as company 
officials unveiled a new camera. The 


Mervin W. LaRue, Jr, 
charge of development of the 200-EE cam 
era (left) and Paul J. Richartz, chief engineer 
of Bell & Howell (center) pictured as Mr 
Percy (right) demonstrates new lémm camera 


project engineer in 


Press party guests at Chicago included this 
twosome: David Levinger, business consultant, 
and R&R. H. Moulton, assistant to the president 
at Bell & Howell 


new model 200-EE, a l6mm maga- 
zine camera for the amateur, utilizes 
which automati- 
cally opens and closes the lens iris 


an “electric eye” 


to adjust to varying indoor and out- 
door light intensities. 

The 200-EE isn’t one of the B&H 
professional field items we usually 
herald but as an example of the kind 
of progress being made by one of 
the industry's leading manufacturers 
of both precision camera and pro- 
jection equipment, the “electric eye 
camera” is noteworthy. Equally note- 
worthy is B&H’s intelligent view of 
public relations. The Chicago press 
affair, modestly but effectively staged 
at the Palmer House, opened with a 
personal talk by president Charles 
H. Perey. The two press parties 


Here's the “fully automatic’ Model 200-EE 
electriceye 16mm camera which will go to 
retailers within the next 60 days. 


were very well attended by repre- 


sentatives of national magazines, 


financial and camera editors of 
dailies and the 


periodicals, 


leading business 

Mervin W. LaRue, Jr., was proj- 
ect engineer in charge of develop- 
ment of the 200-EE under the 
supervision of Paul J. Richartz, 
chief engineer of Bell & Howell. 
Both were presented at the Chicago 
press gathering. 

Introduction of the new camera 
marks the beginning of the com- 
pany's 50th year of operation, Old 
enough in experience, B&H has the 
vision and spirit of youth to make 
the next half-century memorable. 


The Chicago Tribune's Bob Meintyre hears 
about B&H merchandising plans for the 
200-EE from C. E. Van Voorhis, McCann- 
Erickson, Inc. account executive at Chicago. 


Texaco Premieres 
“The Story of a Star’ 


Sponsor: The Texas Company. 

Tithe: The Story of a Star, 30 min.., 
color, produced by Jerry Fair- 
banks Productions; Film Coun- 
selors, Inc., consultants; distrib- 
uted by Modern Talking Picture 
Service, Ine. 


* If a public relations representa- 
tive wanted to tell a listener or a 
reader what a big deal the Texas 
Company is, he could say: “Oil 
exploration and production takes 
place in the Bayous of Louisiana, 
off the shores of the Gulf of Mexico 
and the Pacific Ocean, on the plains 
of the Middle West, and high in the 
Rockies. Texaco transports petro- 
leum and its products by pipe line. 
tanker, barge, tank car and tank 
truck within the U.S. and from 
ports all along the seacoast. It re- 
fines its products in plants through- 
out the nation, and sells products in 
all 48 states.” 


Outline of a Big Story 

With such a statement, the pr 
man would have afforded a brief 
outline of the scope of a major in- 
tegrated oil company’s operations. 

With The Story of a Star, The 
Texas Company has drawn the gen- 
eral public a sizeable picture. This 
l6mm sound and color motion pic- 
ture, location-photo- 
graphed, expands the verbal outline 
and takes viewers on a documentary 
tour of the outline in action. The 
picture fills in the outline with 
image and explanatory continuity. 

Exemplifying the 48-state opera- 
tion, the film projects scenes from 
many sections of the country. An 
animated 


drawn and 


version of the Texaco 
trade-mark, red star with green “T”, 
comes to promotional life to conduct 
the audience through the many 
phases of the oil industry. In 30 
minutes, viewers see a picture which 
took two years to produce; com- 
fortably they watch their way along 
a journey recorded by 
crews over 16,000 miles on some 
20,000 feet of film 


air and ground. 


camera 


acquired from 


Where to Get This Picture 

The Story of a Star is one of 17 
educational films on the oil industry 
being made available to industrial 
and business groups, television, edu- 
cational institutions, libraries, study 
groups, service clubs farm organi- 
zations and civic and church groups. 
Prints may be obtained on free loan 


from Texas Company Division 
offices or from Modern Talking 
Picture Service, Inc., 45 Rocke- 


feller Plaza, New York 20, N.Y. and 
27 other regional film exchanges. & 
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Boron Has a Way With Weeds 


Pacific Coast Borax Co. Shows “Modern Way to Weed Control” 


Sponsor: Pacific Coast Borax Co. 

Title: The Modern Way to Weed 
Control, 24 
duced by 
Studios. Ine. 


min., color, pro- 


Raphael G. Wolff 


* A weed may be defined as a plant 
for which no good use has yet heen 
found, or a plant that is growing 
where it is not wanted no matter 
how useful it may be in its place. 
And the control of weeds is not only 
an agricultural and home gardener’s 
problem, it is also an industrial 
problem, especially for 
and utility 


railroads 
companies who must 


Granular borate weed-killers are 
spread beneath high-wire tower in 
“Modern Way to Weed Control.” 


keep rights of way clear, for lumber 
yards and many other 
where cleared ground is essential. 
The comparatively recent scien- 
tific discovery that a trace of boron 
is essential to the growth of all 
plants, but that an overdose of 
boron through one of its borate 
compounds is deadly to plants 
opened the way to the use of boron 
as a weed-killer and a sterilizer. 
The Pacific Coast Borax Co. is 
one of the chief producers and pro- 


locations 


Hopper cars of borate ore are 
shipped from the desert mine. 


cessors of borax. Famous for many 
years as the 20 Mule Team house- 
hold cleaning compound, borax and 
its chemical derivatives are finding 
vast new uses in weed control. In- 
Death Valley 
scenes, including a re-enactment of 
the 20 Mule Team wagons which 
first pulled the loads of borax out 
of this desolate area. 

The Modern Way to Weed Con- 
trol shows many of the industrial 
and agricultural applications of 
these new ground sterilizers. Effec- 
tive when applied for different needs 
in liquid, powdered and granular 
form, the borates can completely 
sterilize the soil for from three to 
four years. And when applied under 
asphalt roadbeds where rain can’t 
leach them away, they remain per- 
manently to prevent roadbed dam- 
age from sprouting vegetation. 

The film is interesting and infor- 
mative for any audience, altho made 
primarily for farm and industrial 
use. It is being distributed through 
the 28 Modern Talking Picture Serv- 
ice exchanges throughout the U.S. & 


teresting are the 


Pacific Coast Borax Company executives at film's “world premiere” in 
Death Valley included J. M. Gerstley, president and general manager (second, 
left) with Dr. L. M. Stahler, agricultural sales director and William Dibble, 
Western general sales manager (supervisors of film). Raphael G. Wolff, head 
of the producing company, is the happy onlooker at extreme left below. 
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“Inside Golf House” scene above shows Ben Hogan (center) 
as he presents a title-winning club to Joseph C. Dey, Jr. and 
Findlay Douglas, a former U.S. Amateur champion. 


bolf Champions Show Their Skills 


“Inside Golf House” Presents All-Time Greats at Their Best 


Sponsor: United States Golf As- 
sociaton. 


Title: /nside Golf House, 28 min., 
b/w, produced by National Edu- 
cational Films, Ine. 


of the most enthusiastic 
golfers in the country today is a 
man named Findlay 5. Douglas. 
Once one of the best golfers in the 
world, Mr. Douglas still plays regu- 
larly and shuns the electric golf cart 
that many of his contemporaries 
now find convenient. He is as spry 
as ever, this U.S. Amateur champion 
of 1898, 

Mr. Douglas might well be called 
the “star” of the latest edition to 
the U.S. Golf Association’s “Golf 
House” film library. The grand old 
man, with sportscaster Lindsey Nel- 
son, introduces such all-time greats 
as Bobby Jones, Ben Hogan, Gene 
Sarazen, Francis Ouimet, Chick 
Evans, Miss Margaret Curtis and 
Mrs. Glenna Collett Vare, As each 
champion is shown, presenting a 
favorite club for the Golf House col- 
lection, action sequences depict fa- 


A Pictorial Course in 


* Golf's Inside Secrets, a new 5- 
minute lomm motion picture fea- 
turing golfing instruction by Frank 
Strazza, is available from Golf Re- 
search Institute, Ine., Westport, 
Conn. 

Originally a 2-minute television 
trailer, the film was expanded into a 
training short and shown at the win- 
ter Teaching Clinic of the Profes- 
sional Golfers Association in Dune- 
din, Florida last February, Golf's 
Inside Secrets shows how beginners 
and experts can become extra-aceu- 
rate through use of two new practice 
aids, the Gripfinder and the Golf 
Swing Gauge. It also shows how the 


mous matches in which they played, 

While champions come and go 
very rapidly in many sports, great 
golfers seem to go on forever, Out 


standing examples are Francis 
Ouimet—U.S. Open champion in 
1913, U.S, Amateur in 1914, he 


came back to win the Amateur again 
in 1931; Gene Sarazen, Open 
champion in 1922 and 1932, is still 
a crack golfer in the 1950's, 

The film should be an incentive 
to all golfers and contribute much 
to a more general appreciation of 
the social, human and sporting tra 
Audi- 


comprised of golf 


ditions of American golf, 
ences ill he 
club members, and millions of indi- 
vidual players through showings not 
only at golf clubs, but to other 
groups, including women’s clubs, 
schools, colleges, Rotary, Lions, 
Kiwanis, ete, 

The film is available from Na 
tional Educational Films, Inc., 165 
West 46th St.. New York, on rental 
for $15. Inside Golf House, and an 
other film, Rules of Golj-Etiquette, 


rent in combination for $25, bed 


“Golf's inside Secrets” 


gauge can be used for the long game 
as well as the short. 

The film is a promotional reflec 
tion of a Par-Kit package which 
contains a plastic gripfinder for 
putting and chipping, a new golf 
swing gauge for lining up the ball 
and discovering the precise angle of 
the club swing, and a booklet on 
“Golf's Inside Secrets.” Color prints 
of the film sell for $50.00; black 
white prints for $30.00, A silent 
color version with an &Bmm Melton 
hand viewer is available at $17.50. 


Contact the Golf Research Insti- 
tute, County Rd., Westport, Conn, 
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way Link in the eco 
nomic chain that holds the 


film business together 
be found in a Manhattan bank os 


wont 


in a Chicago projector factory, 
lies out in all of the 48 states, in the 
dominions of Canada and within 
a thousand and more cities and 
towns... for the tie that binds 
the creator and sponsor of an orig- 
inal film production to the goal of 
its intended audiences is exemplified 
by the regional film distributor, 


Long-Cherished Dream |s Realized 


Journey north along the shores of 
Lake Michigan to bustling Milwau- 
kee and visit Roa’s Films, a modern 
version of what a model film library 
looks like at mid-1956, Serving all 
of Wisconsin from this 
point as the regional film exchange 
of Modern Talking Picture Service, 
as the distributor to schools of Coro 
net Films and for the Society for 
Visual Education, Roa’s Films has 
just completed new quarters within 
the shell of the former Astor Thea. 
tre, a neighborhood house. 


vantage 


Roa's Filme is the brain-child and 


“Vital Link’ Between Production and the Audience — 


Koa’s Films: a Pictorial Preview 
of a Model Film Library Center 


Left: this ultra-modern film distribution center of Roa’s Films occupies 
the former 1,000-seat Astor Theatre building near downtown Milwaukee. 


profitable equipment sales center in 
order to do so. 

In January, 1955 the former 
1,000 seat Astor Theatre was pur- 


Above: through this graceful entrance to Roa’s Films come 
program chairmen, business, church and school film users. 


life-long dream of Roa Kraft Birch, 
its president and founder. Long ac- 
tive in educational and sponsored 
films, Mrs. Birch has concentrated 
her interests in film distribution 
within the year, disposing of a 


chased and stripped to its four 18” 
walls and the roof. Within this 7200 
square feet of ground area, there 
were installed ultra-modern offices, 
film shipping department, a promo- 
tional workshop, storage racks and 


Below: the working “heart” of a modern regional film library—before the background of 16mm film storage racks 


a two-car garage with film loading 
facilities. 

The vertical theatre area was di- 
vided into two floors and the second 
occupied by a 
apartment for Mrs. Birch and her 
husband, Frank. Frank Birch, inci- 
dentally, is one of Milwaukee's first 
citizens as chairman of the board 
of one of the midwest’s largest ad- 
vertising agencies and a past pres- 
ident International, A 
second large modern apartment is 
the residence of Jean Larson. Roa’s 
most competent Film Librarian. 


is now “dream” 


of Lions 


22 People on Library Staff 


It takes 22 people to serve the 
statewide clientele of the library. 
Included in this full-time staff are 
four film inspectors and two film 
shippers. The library is currently 
handling between 1500 and 1800 
film titles per week and these vary 
from 400’ to 1600’ in length. Every 
film passes through one of the four 
Harwald Inspect-O-Film machines. 
an electronic device which guards 
against minute damage and helps to 
insure the perfection of every Lo6mm 
showing in the field. 


Two employees are active in the 
direct mail department of Roa’s 
Films, assuring a steady flow of pro- 
motional material to the 20,000 film 
users whose names are on Addresso- 
graph plates. This clientele includes 
schools, churches, industry, clubs 
and organizations of all kinds 


are the neatly-garbed film inspectors and shippers who handle upwards of 400 film programs outward bound on a 
busy day. Two of the electronic Inspect-O-Film machines are shown in the background; each film undergoes thorough 
inspection before dispatch to its intended audience. 


throughout the state. Activity within 
industry is, incidentally, increasing 
within recent months as more and 
more plants are reported using sales 
and supervisory training films and 
other programs for personnel rela- 
tions and safety education. 


heres 


Film Bookings Require Care 
Behind the scenes of each film 


shipment is a systematic records 
operation. Each requires 
prompt shipment of a fully in- 
spected film, properly recorded and 
checked. Its return from the field 
sets in motion the IBM forms which 
will travel all the way to Modern 
Talking Picture Service headquar- 
ters in New York for coordination. 
Certification of audience counts, 


request 
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Above: film rentals and booking of free Modern Talking Picture Service spon- 
sored programs are handled in this well-lighted office area. The filmstrip and 
slide department is also located in this space. Display racks are in foreground. 


comments from 
program chair- 
men and other 
data are carefully 
collected. A Na- 
tional Cash Reg- 
ister system is 
used for billing. 
This bookkeep- 
ing and records 
detail accounts 
for fully half of 
the staff load at 
Roa’s Films and 
for the precise re- 
ports and service 
available to aud- 
iences and to pro- 


ducers and spon- 
sors. Two men 
are constantly in 
the field, contact- 
ing new audiences and potential 
customers for educational materials. 

Exclusive Distributor for SVE 

A large and growing operation is 
maintained for the Society of Visual 


Roa Kraft Birch, founder and presi- 
dent of Roa’s Films, is pictured above. 


Education library 
of educational 
and religious 
filmstrips and 
sound slidefilms. 
Incidentally, SVE 
projectors are the 
only physical 
equipment car- 
ried, 

Physical details 
about this model 
library-center are 
interesting. 
Acoustical tile is 
used throughout 
on the ceilings; 
Roddiscraft Luan 
mahogany panel- 
ing on all walls. 
Uniform strip 
lighting through- 


out the entire first floor provides 
even illumination on all work opera- 


tions. 


Near the front entrance is a 75- 
seat customer screening room. & 


Below: here’s what the Astor Theatre looked like before major renovation. 
The interior was deepened and divided horizontally into a two-floor building. 
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This Technique Brings the Mountain to Mohammed— 


Rear-Projection is a Handy TOOL 


* “Rear-projection” is a term fa- 
miliar to most people connected with 
film making. The use of rear pro- 
jection is known to most producers, 
But many sponsors and potential 
sponsors of films still are not fa- 
miliar with the possibilities of rear- 
projection for bringing outdoor and 
location shots to the studio, where 
dialogue can be recorded easily—as 
and where 
the use of pre-planned shots for 
rear-projection can cut the cost of 
moving crew and cast to a location, 

An example of successful rear- 


it can’t be on location 


projection use was provided when 
the Geo. Fox Organization, Holly- 
wood, recently made a series of 
motion pictures for the State of 
California Forest Fire Prevention 
Campaign. 

Shooting scripts called for dra- 
matic dialogue scenes to be photo- 
graphed and recorded in the midst 
of a natural forest. Such location 
production could have been expen- 
sive but was made negligible, cost- 
wise, through use of rear-projection 
technique, Moreover, with rear-pro- 


Cast and producer George Fox 
gather in front of rear-projection 
screen for final instructions prior to 
filming California Forestry sequences. 


jection, the producer was able to 
give the stage greater realism than 
was expected through the addition 
of actual fire footage. Such footage 
would have presented an almost im- 
possible problem, With 
rear-projection, the incorporation of 
fire footage brought a raging forest 
fire right into the sound stage af- 
fording exciting realism under ex- 
cellent production conditions, 

Use of background rear-projec- 


location 


tion entails a special translucent 


screen, a projector with special 
camera-type movement and registra- 
tion, enough back space for an ap- 
proximate 170-foot throw to the 
screen and an interlock motor sys- 


tem between camera and projector 


for shutter synchronization, For 
complete authenticity, the stage in 
front of the screen is built up as a 
foreground set. In the California 
picture, this allowed the performers 
to stand amidst the trees with the 
rear-screen’s “picture” forest blend. 
ing as background. This stage-film 
setting created a dimensional sur- 
rounding and the performers ap- 
peared to be deep in the forest. 
This is only one example of pro- 
ducing 


. 


‘on location-on stage.” For 
sales, industrial or commercial pic: 
tures, a camera crew can be sent 
into a factory for accurate industrial 
atmosphere shots of working condi- 
tions, important machinery in ac: 
tion, new procedures and products 
or other items of business or train- 
ing to be stressed in the film. 

These pre-stage production scenes 
can be fused with an appropriate 
foreground set and dramatic story 
action can be photographed in the 
studio, Rear-projection can be used 
as a series of different still settings 
or as a moving, guided tour in the 
background with “live” actors doing 
the selling with direct dialogue in 
the foreground. 

Sound recording from the stage 
rather than the factory is free from 
outside interference, the lighting can 
he adjusted for top motion picture 
perfection, the re-shooting of scenes 
when necessary is more reliable 
and a great deal easier, time is 
saved, 

George Fox, president of The 
Geo, Fox Organization, who has 
spent the past 25 years in Holly. 
wood in the motion picture industry 
and has made many films utilizing 
rear-projection, believes in taking 
advantage of every professional 
motion picture technique. 

Successful developments of mo- 
tion picture production achieved in 
the entertainment industry because 
of work volume and striving for 
competitive perfection should be 
more widely adopted by the indus- 
trial and commercial film industry, 
Fox points out, 


Producer George Fox talks things 
over with a junior member of the cast 
on set of new Forestry film series. 
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NVOLVING Some 275 Fitms passed 
| by prescreening committees, the 
Golden Keel competition was divided 
imto 22 categories. These categories 
programmed for two-and-a-half days 
ranged in number of films shown 
from tour entries in “Science” to 18 
films on “Safety.” 

More typically, first half-day cat 
gories ran from eight to 10 entries 
full day categories ranged from 15 
to 15 entries 

lo accommodate these entries 
the schedules allowed three-minute 
breaks between film showings plus an 
intermission dividing each half-day 
The films ranged typically 
from 10 to 3O minutes in running 
time 


Entries Are “Widely Divergent’ 


In subject, concept and technique, 
the motion picture entries repre 
sented a very wide divergence of 
spomor and producer motivations, 
budgets, facilities and creative abil 
ities, According to the FCA’s “Regu 
lations and Procedures—1956," each 
juror had qualified either as a con 
tent specialist in the category as 
signed, a person actively engaged in 
or experienced in the actual produc 
tion of lomm films or in the criti 
utilization, programming of dis 
tribution of l6mm films. This last 
phrase practically qualifies anybody, 
including the shipping clerks, 

In two of the three categories 
monitored by Business Scrren edi 
tors, the Festival juries varied in 
number from the intended 10 mem 
bers to six members. Their votes, 
however, were tallied with prescreen 


ing jurors in the same classification 


BUSINESS SCREEN MONITORS THE GOLDEN REEL JUDGING 


Hard-Working Jurors; Few Observers and Too Many 
Pictures Highlight ‘56 American Film Assembly Program 


to form the total vote. The attempt diences. Each of these elements must 
here, it was. explained, was to aim be considered in evaluating the suc 
lor 20 jurors—10 prescreeners, 10 fes cess of film communication and each 
is related to the other. 

“In the Golden Reel Film Festival, 
the primary basis for judging is the 
accomplishment of the purpose of 


the film as stated by the entrant in 


tival judges—and to insure at least 
12 jurors in each category. 


Only 10 to 12 At A Showing 
Non-jury audiences at these three 


categories varied in number through 
view of the particular audience for 
the competition sessions as some 600 
which the film was intended. 
Assembly visitors looked among the 
All the aspects of a film should be 
many concurrent categories for films 
considered as they contribute to its 
that interested them. At the Human 
total effectiveness in accomplishing 
Relations film showings, the jurors 
the stated purpose. 
were joined on an average by an nf , 
y Script, direction, sets, acting, 
audience of 10 to 12 visitors. ; - 
photography, editing, narration, music 
Starting around 8:50 a.m. Tuesday 
the many components of produc 


tion—will combine to produce the 
desired effect in a good film. It is 
possible, however, that a film which 
is technically excellent does not ac- 


lor a day long run, the Industrial 
category mustered three or four 
extra viewers during the early show 
ings, achieving seven to eight before 
intermission and acquiring about 10 
more viewers gradually through the 
afternoon 


complish its purpose, 

“Ideas may lack clear definition, 
continuity may be faulty, audience 
Ihe category of Economics and 

reaction may be misjudged. Con- 
versely, a film can be technically 
subject to criticism but accomplish 
what it was created to do. 


Business, spanning Wednesday, had 
an audience of from some 11 viewers 
(including jurors) in mid-morning to 
about 30 early in the afternoon and 
later dwindling to some 14 in total 
attendance. 


“Every juror should consider him 
self a member of the indicated audi 
ence for each film. (ep. nore: the 
italics are ours.) If that film does 
what it was supposed to do for that 
audience, it should be rated high. If 


Instructions to the Jurors 
\t the preliminary briefings, Fes 
tival jurors listened to instructions 
which offered this “philosophy”: it does not do what it was supposed 
“Ideas and emotions are communi to do, it should be rated low. This 


cated through film technique to au criterion of accomplishment of pur- 


More Than A Million Miles!... 


guaranteed 
acceptability 


48 


Our writers have travelled more than a million miles 
on seript research to help American industry sell its story 
in motion pictures. 


April was a typical month — we logged 12,928 miles! 
What does this mean to you? 


It means better scripts for your films, and therefore better, 
more effective films — films produced from deep, 
experienced “digging” for the facts that tell and sell 

your story more effectively than your competitors’. 


We will be happy to prove this to you... as we have proved 
it to others... on your next film project. 


THE COMPLETE” FILM PLANNING SERVICE 


3408 Wisconsin Avenue, Nortuwest « Wasnincton 16, D. C. « Emenson 2-4769 


BUSINESS SCREEN 


pose is applicable to experimental 
and theatrical films as well as to 
documentary and educational. The 
starting-point in rating each film is 
the statement provided by the en 
trant regarding his own film.” 


Films Rated on a Numerical Scale 


Ihe jurors were advised to rate the 
films on a numerical scale which 
equated “superior, excellent, above 
average, below average, poor, in 
ferior.” The ratings ranged from 
9.6-10.0 for “superior” to 0.1-0.5 for 
“inferior.” Prescreening juries had 
selected, from entries attaining a rat 
ing of at least 5.0, the films to be 
shown at the festival. The entries 
were selected in order of their rat- 
ings—up to the number which could 
be screened in the time available for 
that category. If two-thirds of a pre- 
screening committee objected to the 
category chosen by the entrant, the 
committee could recommend reclassi- 
fication. 

An entrant could submit as many 
films as he wished and could enter 
more than one film in a category. No 
single film could be entered in more 
than one category. Television kine- 
scopes could be, and were, accepted, 
It was required that entries were re- 
leased in l6mm form for distribution 
to nontheatrical audiences in the 
U.S. during 1955. 


Critique Sessions After Judging 


Ballots were distributed to the 
jurors. The jurors were to write in 
the film titles, category numbers and 
sign their names before the first film 
began. The instructions abjured, 
“Since the score represents your own 
opinion of the film as you see it, you 
should not discuss it before the bal- 
lots have been collected.” An oppor 
tunity to discuss the films was prom- 
ised the jurors in the form of a post- 
screening critique. Though the 
films judged could be discussed, the 
jurors were not to divulge specific 
ratings. Members of the juries were 
selected to serve as panelists in lead- 
ing the post-judging discussions. 

If a juror had previously seen any 
of the films in his category, it was 
suggested that he “try to look at it 
afresh, as a member of an audience 
for which it was intended, in terms 
of the entrant’s statement of pur 
pose.” Each juror had to see and rate 
all of the films in his category in 
order for his vote to be accepted. 

Before the actual running of en- 
tries began, jurors in two of the 
categories observed viewed a test 
film, Five Colorful Birds, a five-min- 
ute color nature study distributed by 
Coronet Films. The stated purpose 
of this sample film was: “To show the 
plumage and some of the nesting and 
feeding habits of the goldfinch, cedar 
waxwing, scarlet tanager, wood pec ker, 
and eastern bluebird in their natural 
habitat; the way in which they nest, 
and the way their plumage is a pro 
tective coloration. For the Inter- 
mediate grades.” 
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for 
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15 East 53rd Street»>New York 22,N. Y. 


Aluminum Co. of America 


American Heart Association 


American Telephone & Telegraph Co. 


Ducks, Unlimited 

Eli Lilly & Company 

Ford Motor Company 

General Electric International Div 
General Motors Corporation 
Kaiser Aluminum & Chemical Corp. 
Monsanto Chemical Co. 

Chas. Pfizer & Co., Inc. 

Shell Chemical Corp. 

Union Carbide and Carbon Corp. 
United States Air Force 


United States Navy 


42 National and International 
Awards have been given to MPO mo- 
tion pictures within the past five years. 


MUrray Hill 88-7830 
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picture 
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counts 
® Films now in 
production 
from 20 te 30 
minutes in length 
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New- SYLVANIA 


CERAMIC BLUE TOP 


PROJECTION LAM 


lamp developme 
the last decade . 


Brighter—Ceramic Blue Top won't scratch, chip or peel like 
ordinary painted tops . . . filaments are machine made | 
for brighter pictures. 


Cooler—Ceramic Blue Top is bonded to the glass . . . improves 
heat dissipation. 


Longer Lasting—Cooler operation of Ceramic Blue Tops as- — 
sures longer lamp life. Another plus: exclusive Sylvania | 
shock absorbers protect filaments in larger lamps from | 
vibration. 

Ask tor a Syivania® Biue Top tor your projector today 


+++ your slides and movies deserve the best! 
Sylvania Electric Products Inc., | 


SYIVANIA 1740 Broadway, New York 19, N. Y. 
v ... fastest growing name in sight! 


LIGHTING + RADIO + ELECTRONICS + TELEVISION + ATOMIC ENERGY 


lighting problems? 


call Jack Frost 


Any time the job calls for extra light- 
ing, tough lighting problems on the set 
or on location anywhere, call on Jack 
Frost, world’s largest supplier of tem- 
porary lighting facilities. 


Our complete equipment and expert 
skills in lighting have been used for 
yeors on some of the country’s top 
shows, movie sets and TV productions. 


Rental Equipment at low cost. Service 
includes installation and removal all at 
the one low cost. 


Department BS 
234 Piquette Ave., Detroit 2, Mich. 


SLIDEFILM REVIEW 


* Timely and practical subjects are 
available in informational and train- 
ing silent filmstrips and sound slide- 
films recently released by sponsored 
and syndicated sources: 


Electrical Heating for the Home 
® Heat Your Home Electrically, a 
96-color-frame sound slidefilm, 
sponsored by the National Electrical 
Manufacturers Association, supplies 
home-makers with 18 minutes of in- 
formation on house-heating. Humor- 
ous and simple, the film answers 
such questions as: Is electric heating 
practical? How does electric heat- 
ing work? What are its advantages 
to me? Can I afford electric heat- 
ing ? 

Salesmen interested in showing 
the film to service clubs and other 
groups with a high home-owner po- 
tential should contact Electric House 
Heating Equipment Section, NEMA, 
155 East 44th Street, New York, 17. 

The film is packaged with a stand- 
ard 33 rpm long-playing 16” vinyl 
record, One side is with inaudible 
signal cued for automatic slide 
changer, the other side with chime 
signal for manual operation. yy 


Milk as a Daily Dietary Food 
® Milk and Good Health, a new 
35mm filmstrip in color based on 
the recommended daily dietary al- 
lowances of the Food and Nutrition 
Board of the National Research 
Council, is available from the Bry- 
ant Foundation, 737 North Edge- 
mont Street, Los Angeles 29, Calif. 
This filmstrip is meant as an aid 
in the training of driver-salesmen of 
dairy products and for use in school 
classes having to do with nutrition. 
It sells for $5.00 a print. There are 
no rentals, 
Filmstrips on Business 
in Everyday Living 
* Correlated with the 
textbook “General Busi- 


Wa 


a 


Facts About the Suez Canal 
® Your Trip Through the Suez Ca- 
nal, a 65-frame filmstrip designed to 
take junior and senior students on 
a journey through the world’s larg- 
est canal and explain its operation 
and part in world commerce, is 
available free (with a guide-book- 
let) from the Vacuumate Corp., 446 
West 43rd Street, New York 36, 
N.Y. 
* 
Vocational Film Explains 
Medical Technology Career 
* Career: Medical Technologist, a 
new vocational guidance film, has 
been sponsored by the National 
Committee for Careers in Medical 
Technology and is being distributed 
by the Educational Film Library 
Association. 

Winner of the Seventh Annual 
Scnotastic Teacner award, the 
film dramatizes the story of a high 
school girl and two of her friends 
who investigate the field of medical 
technology and decide to prepare 
for this profession. The film depicts 
technologist work in hospitals and 
laboratories and stresses the neces- 
sity for college preparation and high 
professional standards—and the im- 
portance of the work in modern 
medical science. The picture was 
produced by Churchill-Wexler. 

Career: Medical Technologist is a 
24-minute film, available in a black / 
white print for $65 and in color for 
$135. To prevent the film being 
used by unaccredited institutions, 
the National Committee has speci- 
fied that prints may be purchased 
only by public schools, colleges and 
universities which intend to use 
them only on campus, or by educa- 
tional film libraries which agree to 
rent prints only to accredited schools 
and colleges. 

Rental requests will be referred 
to the nearest rental source. Preview 
prints and purchase orders should 
be sent to EFLA, 345 East 46th 
Street, New York City 17. yy 


i 


ness for Everyday Liv- 
ing” are six new film- 
strips in a General 
Business Series recently 
announced by McGraw. 
Hill Text Films, N.Y. 
The series includes 
Looking at Business Ca- 
reers, a subject on office 
careers available to stu- 
dents; Succeeding in 
Your Career, a title on 
advancement and em- 
ployee attitudes. Trans- 
portation in Modern 
Life, Communications in 
Modern Life, Business 
and Government. "a 


Tempo Heavy 
Condensed Italic 


Above lines set in 35 point 


Available in 24, 30, 36, 42, 48, 60 and 72 point sizes 


... where space is limited and 
that extra punch’ is needed 


One of many typefaces available in Knight Studio Titles 


KNIGHT STUDIO, Chicago 


159 East Chicago Avenue 
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NUMBER 


3 


Before you buy, evaluate 
the Pageont's merits with 
the help of this free book- 
let. Then let your Kodak 
A-V Dealer demonstrate. 


| 


ON WITH THE MOVIE 


The Pageant projector’s lifetime lubrication 
keeps your show on the go! 


Ever had the pep and pattern of a movie presentation foiled 
by projector troubles? 

Experts say improper oiling accounts for most projector 
breakdowns . . . most time out for maintenance. That's why the 
Kodascope Pageant 16mm Sound Projector is permanently 
lubricated at the factory. 

Bypassing the commonest cause of failure assures you of 
control—preserves the polish that movies give your sales and 
training presentations. 

Take your movies to your audience with the portable 
Pageant. Or keep your Pageant permanently set up. Either 
way, it keeps your show on the go. 


Dept. 8-V 
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EASTMAN KODAK COMPANY 5-47 


Please send me complete information on the new Keodascope 
PAGEANT 16mm Sound Projectors, and tell me whe can give me a 
demonstration. | understand | am under no obligation. 


AND THE PAGEANT ALSO GIVES YOU: 

1. Smooth setups—Reel arms fold easily into place; film path 
is printed on projector; drive belts are attached. 

2. Sparkling pictures— Kodak's unique Super-40 shutter auto- 
matically puts 40°% more light on your screen when showing 
sound movies. 

3. Natural sound—Tone and volume controls team with baf- 
fled speaker and true-rated amplifier for clear, comfortable, 
natural sound, 

4. Choice of three models—One to match your movie needs 
and budget exactly. 


Rochester 4, N. Y. 


TITLE 


THAOE 
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Here's 
REEL News! 


Your projector .. . your film... 
converted in a matter of minutes 
into an automatic projector per- 
mitting continuous showing. 


Yes, your standard |6mm pro- 
jector with the use of CineSales- 
Reel will tell your sales story 
effortlessly and automatically 
without intermission or rewinding 
after each showing. Film is re- 
wound while in operation. 


P= 
te 


For the REEL Story... 


Write: 


it's Dependable! Engineered, 
Designed and Styled for depend- 
able performance and maximum 
safety for your film. 


it’s Portable! Compact, light- 
weight, the CineSalesReel may 
be carried attached to your pro- 
jector, or as a separate unit 
easily attached within seconds. 


it's Proven! Operating effi- 
ciently with 400 feet or less of 
either color or black and white 
film, hundreds of CineSalesReel 
are now selling for scores of 
national concerns, at Exhibits, 
Trade Shows, Training & Sales 
Presentations, and Point of Sale 
Displays. 
Models available for Bell & Howell 

(see illustration) RCA, Ampro, & Victor 


BUSCH FILM & 
EQUIPMENT CO. 
212 S. Hamilton 
Saginaw, Michigan 


Rapid Film 


process 


Technique's 


Add hundreds 
drastically! 


WRITE FOR 


THIS FREE BOOKLET ON 


FILM COSTS SLASHED! 


Shows you how to reduce print costs and get superior re 
performance and protection for your film. 


guaranteed RAPIDWELD 
restores used, worn film...removes scratches, 
RAPIDTREAT protects new film indefinitely. These pro- 
cesses have saved thousands of film dollars for top-name 
clients, precious hundreds for smaller accounts. 


of showings to any film! Cut costs 


FILM CARE TODAY! 


37-02F 27th Street, Long Island City 1, N. Y. ST 6-4601 
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Miller Appointed Technical 
Director of Pathe Laboratories 


Arthur J. Miller has 


winted director of Pathe Labora- 


been ap- 


tories, Ine. Miller will oversee de- 
velopment and improvement of ma- 
chines, techniques and processes for 
the film processing concern. 

According to Pathe Labs’ execu- 
tive vice-president, James L. Wol- 
cott, Miller’s appointment is a step 
in the buildup of expert technical 
personnel needed to keep ahead of 
new developments in motion pic- 
ture films and processes. 

Miller will organize and super- 
vise development methods in Pathe- 
color, Ine., a new subsidiary of 
Pathe Labs, now entering the con 
sumer color film processing market. 
He will advise management on the 
design and installation of equip- 
One 
is under construction 


ment in Pathecolor centers. 


color center 
in Bayonne, N.J. Another is being 
planned in Los Angeles. Others are 
under consideration. 

Before coming with Pathe Labs. 
Miller 
Optical Company's motion picture 
printing department. There, he 
managed the Ft. Lee, N.J. labora- 
tory, where he is credited with con- 
much to Todd-AO film 


processing techniques. 


was director of American 


tributing 


Goldstein Named Radiant’s 
Manager in Southwest States 
Sid Goldstein has been appointed 
district manager of Radiant Manu- 
facturing Corporation's Southwest- 
ern sales territory. 

Operating out of Dallas, Texas, 
will Radiant 
throughout Southwestern states in 


Goldstein represent 
sales of the firm's regular projec- 
tion screen line and the new Super- 
ama “16” anamorphic lens, for the 
taking and projection of lomm 
motion pictures, which Radiant be- 
gan distributing this year. 


Bon Grussing Named 
Merchandising Chief 

® Bon D. Grussing, man- 
ager of advertising, sales 
promotion and public 
relations at the Minne- 
apolis-Moline Company, 
has been named to the 
newly-created post of di- 
rector of merchandising. 
John 
advertising manager and 
William Lundell 


new director of public 


Rusinko, is now 


is the 


relations. 
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De Graft Appointed Dallas 
Sales Manager for Ansco Films 
* Paul V. De Graff has been ap- 
pointed manager of the Dallas sales 
district for photographic 
manufacturing division of General 
Aniline & Film Corporation. 

In his new position, De Graff will 
be responsible for sales of Ansco 


Ansco. 


films, cameras, papers and chemi- 
cals in Texas, Oklahoma, Arkansas, 
New Mexico and Louisiana. De 
Graff, who has broad experience in 
retail selling, joined Ansco in 1944, 
He has served in a number of im- 
portant sales capacities, most re- 
cently as sales supervisor for Ansco’s 
Chicago sales district. 


* * 
Waldenburg Managing Sales 
for David White Company 
*A. F. Waldenburg has been ap- 
pointed general sales manager of 
the David White Company of Mil- 
waukee, photo- 
graphic equipment and precision 
optical and engineering instruments. 
Previously, Waldenburg had been 
in California as district sales man- 
ager for Ansco, Division of Gen- 
eral Aniline and Film Corporation. 

William Balch, president of David 
White Company, said Waldenburg 
would take over the duties of di- 
recting sales and merchandising of 


manufacturer of 


both the camera and instruments 
divisions. 
Waldenburg joined Ansco in 


1938 as a junior sales representative 
and became district manager in San 
Francisco in 1954, Prior to this he 
served as senior sales representative 
in Pittsburgh and as sales supervi- 
sor of the Chicago district. 


Harry Lange, Kling Executive, 
Addresses Safety Institute 

® Harry W. Lange, executive vice- 
president of Kling Film Productions 
in Chicago, addressed the Safety 
Training Institute at the National 
Safety Council, April 17. His topic 
was “Photography in Safety.” 


Score your next 
picture at 


Langlois Filmusic, Ine. 


619 WEST 54TH STREET 
NEW YORK 19, N. Y. 
JUdson 6-4155 


Hollywood - Toronto - London - Paris 
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resbyterian Board of The conflict between East and Wes Decision sion in Hong Kong  HengKeng 
ational Council of series on the Old Tes tame nt a The Bible 
Muscular Dystrophy Assns. documented study of a The Green Grass Grows 
Educational Television Conversations with the great Writers of York” 
Evangelical & Reformed Church A missionary comes home Return to Strange Washington, 
Evangelical & Social problems in a changing \ of Action 
Bee Television = A historical analysis of the Hats in the Ring 
Section — Board of Missions The story of @ community « ter Heart of the 
Anahist Company, Inc, An examination of one of the most 
Products, Inc. = = of filtration 
American Medical Assn, study of the fur 


THIS DISCIPLINE 
IS PAINFUL 


Do your supervisors enforce pain- 
ful discipline—or fair, understand- 
ing, and impartial discipline? 


Effective discipline is of vital im- 
portance to your business. It's the 
lubricant that will give youa 
smooth-running organization. 


Show your supervisors the proved 
techniques of: 


“MAINTAINING DISCIPLINE” 


part of an outstanding sound slide 
program SUPERVISOR TRAINING 
ON HUMAN RELATIONS, which 
includes: 


@ “THE SUPERVISOR'S JOB" 


@ “INDUCTION AND 
JOB INSTRUCTION” 


@ “HANDLING 
GRIEVANCES” 


@ “PROMOTIONS, 
TRANSFERS AND 
TRAINING FOR 
RESPONSIBILITY” 


4 
@ “INTERPRETING p 
COMPANY POLICIES” 


@ “THE SUPERVISOR 
AS A REPRESENTATIVE 
OF MANAGEMENT” 


“PROMOTING 


COOPERATION" 


You may obtain a preview 
without obligation. 
Write Dept. S for details. 


Rocket Pictures 


INC. 


6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 


Army “Hi-Fi” Pickup System 
Strengthens 16mm Sound 

* A high fidelity sound pickup sys- 
tem which is said to “put sound 
from a l6mm movie projector in 
the same class as the best movie 
house machines” has been patented 
by an Army Signal Corps scien- 
tist at Fort Monmouth, N.J. 

In the new system, a simple set 
of rollers and a small, light fly- 
wheel capitalize on the film’s spring- 
iness to give the required sound 
regularity, the Signal Corps reports. 

Rights to Patent No. 2,721,738; 
which covers the device, are owned 
by the government. Use of the pat- 
ent now is available to manufac- 
turers who arrange for license agree- 
with the The mech- 
anism was developed by Edward P. 
Kennedy of the Signal Corps Engi- 
neering Laboratories. 

* 
Delta Visual Service Shows 
Cancer Program in New Orleans 
* Outstanding among health educa- 


ment Army. 


tion filma, Breast Self-Examination 
was used in LO simultaneous show- 
ings by the American Cancer So- 
ciety to launch its recent educational 
campaign in New Orleans. 


The record-breaking film was 
released by the American Cancer 
Society in 1950. In its first 15 


months of distribution, this film, 
produced by Audio Productions, 
Inc., was credited with saving at 
least one woman's life every day. 
During its first year run, a million 
women over 35 saw the film. 

For the recent campaign, Delta 
Inc., New Orleans 
audio-visual dealer, handled the 10 
showings of Breast Sel/-Examina- 
More than 2,000 women at- 
tended the showings. 

Delta Visual has 
ducted more than 500 showings for 


Visual Service, 


tion 
Service 


the American Cancer Society. 


REFERENCE SHELF 


Sterling Issues a TV Catalog 

* A catalog, containing the titles of 
the largest library of filmed short 
subjects for has just 
been released by Sterling Television 
Co., 205 E. 43rd, N.Y. 17. 

Primarily for station use, the 
catalog will provide programming 
personnel with ready reference to 
over 2000 titles. The films vary in 
length from 3 to 27 minutes. The 
subjects covered include art, music, 
travel, documentary, sports, mys- 
tery, romantic drama, cartoons, 
fairy tales and animal stories. 

The catalog itself is the most 
unique of its kind ever prepared. 
Each sheet is 11 by 17 inches, and 
the entire book measures well over 
20 feet in overall length. 

The catalog was prepared in re- 


television, 


sponse to continuing requests from 
stations for a suitable reference 
book of titles. 


New Film Equipment Catalog 
* Items most often used by profes- 
sional and television users of motion 
picture films, including reels, cans, 
and fibre shipping cases, are listed 
in a new sales catalog issued by 
Comprehensive Service Corporation, 
New York, suppliers of motion pic- 
ture equipment and accessories. 

A copy of the catalog can be ob- 
tained from the corporation at 245 


W. 55th St.. New York 19. 
Free Animation Cels Offered 


* Producers keeping posted on spe- 
cial art and animation services are 
advised that Film-art Service is offer- 
ing free samples of acetate render- 
ings inked and painted. This studio 
is designed for the exclusive prepa- 
ration of cels for animation, slide- 
films ready for camera and related 
art work, Write Film-art at 41 W. 
17th Street. New York 36, N.Y. 


These Delta Visual staffers reached 2,000 women in American Cancer 
film showings in New Orleans. Left to right, below, are F. J. Didier, president, 
Doris E. Workman, W. R. Rink, A. B. Bertucci, W. C. Gunn, James Barnes, 
Robert Bishop, Hugh Jones, and Joseph Bourgeois. 


BUSINESS SCREEN 


HOW DO PEOPLE 
JUDGE YOUR 
COMPANY? 


By your product or service? 
By the service you give your 
customers? 

By your policies? 
Well, all these things count. 
But . . . to most of your custo- 
mers, your SALESMEN are the 
company. 
Their reputation is YOUR repu- 
tation with your customers. This 
means that your salesmen must 
be able to impress your custo- 
mers with their sincerity, de- 
pendability, interest. 


There is a knack to doing it. 
Show them this knack with: 


“HUMAN RELATIONS 
IN SELLING” 


part of the outstandingly suc- 
cessful sound slide program... 
AGGRESSIVE SELLING 
You may obtain a preview 
without obligation. 


Write for details. 


Rocket Pictures 
INC. 


6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 
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400-foot FILM MAGAZINE 


SYNCHRONOUS MOTOR 


ANIMATION MOTOR 


400-foot FILM MAGAZINE 


(shown with motor detached) 


A compact, single-compartment, dis- 
placement type magazine for 400-foot 
darkroom loads (on cores) and 200-foot 
daylight spools. 

No belts are employed. A Torque Motor 
— detachable and interchangeable for 
use with several magazines — drives the 
take-up through a gear transmission with 
the correct tension regardless of the 
amount of film on the take-up spindle. 
Operates on 6-8 volts DC, from the 
power supply used to operate the 
camera. Electrical contact is made as 
magazine is attached to camera. The 
Torque Motor is equipped with a for- 
ward-reverse switch. Each magazine has 
a footage counter — and is numbered 
for identification. 


400-foot FILM MAGAZINE 


(less Torque $] 2Q00 


Interchangeable Torque Motor 
only 


PHOTO CORPORATION 


VOLUME 17 


1956 


icitecte users everywhere have hailed the 
Arriflex 16 as the outstanding camera in the 16mm field. 
Now, with the extra convenience of the 400-foot Film Maga- 
zine, the split-second timing of the Synchronous Motor and 
the added utility of the Animation Motor — it is certainly 
the most versatile camera, capable of filling every need in 


the studio or on location. 


SYNCHRONOUS MOTOR 
FOR 110 V. AC 


The Synchronous Motor is easily inter- 
changeable with the Variable Speed 
Motor, supplied as standard equipment. 
Unusually light and compact, the Syn- 
chronous Motor can be used on the 
camera for hand-held shooting. 


The motor is furnished with its own 110 
volt, 60 cycle AC power supply. Output 
to the camera motor is 42 volts, 60 
cycles AC and to the Torque Motor on 
the magazine (when used) 8 volts DC. 
SYNCHRONOUS MOTOR (110 V. AC, 
60 cycles—24 frames per second) 

with power supply and cable... $395°° 


ANIMATION MOTOR 


The Animation Motor features 1/4 sec- 
ond exposures for either single frame, 
or continuous shooting at 60 frames per 
minute. A built-on frame counter regis- 
ters up to 4 digits. 

The Animation Motor can be used manu- 
ally, with a foot switch, relay, or an 
intervalometer. The unit operates on 110 
volts AC, 60 cycles, but can be supplied 
for operation at other voltages and fre- 
quencies on special order. 


Complete ANIMATION MOTOR Assem- 
bly with Remote Control......$595° 


257 Fourth Avenue, New York 10, N.Y. 


7303 Melrose Avenue, Hollywood 46, Cal. 
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Film on Newspaper Research 
Shown at ANPA Convention 

© Assignment: Research, a new 
color motion picture of the Ameri 
can Newspaper Publishers Associa 
tion Research Institute, had its pre 
miere at the recent ANPA conven 
tion held in the Waldorf-Astoria 
hotel, New York City. 

The picture will be seen by divi 
sion organizations and at specially 
arranged screenings to selected 
groups directly interested in the im 
provement and progress of the 
American newspaper through re 
search, 

With action recorded in the In 
stitute’s building at Easton, Pa., the 
film tells a story of extensive re 
search being done in chemistry, 
electronics and mechanical experi 
mentation in various departments 
which works toward the improve 
ment and development of products 
and processes that go into making a 
newspaper. 

Each unit is shown busy at its 
tasks and the unit's function in the 
overall research plan is explained. 
Roy Prince, director of the Insti 
tute, is seen in conference with his 
staff of technicians, scientists and 
engineers, who work together to 
bring into the various departments 
and pressrooms of ANPA members 
economies and efficiency which will 
result in better papers at lower cost. 
Assignment; Research was pro- 
duced for the Institute by Sound 
Masters, Inc., New York City. 


Enka Playlets to Drive-ins 

* American Enka Corp. is planning 
a campaign to promote its rayon 
seat cover fibers with one-minute 
theatre playlets, in color, to be 
shown in drive-in theatres. 

221 drive-ins have been booked 
for alternate week showings. The 
films are soft-selling——one revolves 
upon a 1931 Pierce-Arrow and two 
elderly ladies, another aims for fun 
with teen-agers and jalopies. 

National Film Board Appoints 
U.S. Distributors for Films 

* All lOmm sound films of the Na- 
tional Film Board of Canada are 
now available in the United States 
from Contemporary Films, Inc., 13 
East 37th St., New York; and from 
Wm. M. Dennis Film Libraries, 
2506 West 7th St., Los Angeles. 

A selection of the NFB films will 
continue to be available from the 
International Film Bureau, Ine., 57 
East Jackson Blvd., Chicago. 

Rental information may be re- 
quested from the agencies above. A 
catalog describing NFB films avail- 
able for purchase may be obtained 
from the National Film Board of 
Canada, 630 Fifth Ave., New York. 


PUBLISHERS SHOW RESEARCH PROGRAM IN ACTION 


The American Newspaper Publishers’ Research Institute at Easton, Pa., 
includes complete facilities for actual printing of paper (story in column one). 


DEVELOPING PROCESS 


REVOLUTIONARY new picture quality for 16 & 35mm—Remark- 
able superior definition, no directional effects, minimum clumping 
with fine grain structure that’s immediately apparent to the naked 
eye. As close to crystal-clear as a photograph can be. Let us show 
. you'll be amazed. DU ART JET-SPRAY 
developing will be available in the Spring on contract or job basis. 


Call, Write or Wire: 


DU ART FILM LABS., 


245 W. 55th St., New York 19, N. Y. 
*THE MOST MODERN 


you the difference . . 


Plaza 7-4580 
ACHIEVEMENT IN FILM PROCESSING 


Condor to Make Film Recora 
of Missouri Town for History 
* Preparation of a cumulative his- 
torical motion picture of an Ameri- 
can town began recently as Condor 
Films, Ine., St. Louis started work 
on a script telling the story of St. 
James, Missouri and the nearby 
Maramec Spring area. The film is 
being planned for sponsorship by 
The James Foundation which is fi- 
nanced from a fund created in the 
New York Community Trust from 
the estate of the late Lucy Wortham 
James, great-granddaughter of a St. 
James pioneer. 


First Film by December 31 

Contingent on the foundation's 
approval of the script, a 15-minute, 
l6mm color and sound film will be 
produced by December 31. An at- 
tempt will be made to record the 
current history of St. James, popu- 
lation 1996, in the town’s actual 
sights, sounds and activities. Peri- 
odic additions to the original foot- 
age are contemplated. These addi- 
tions will be assembled, in yearly 
“chapters,” to compose a sustained 
account of the life and development 
of the Phelps County village, 100 
miles southwest of St. Louis. 

A Condor camera crew has been 
photographing the vicinity while 
spring foliage is in bloom. The film- 
ing will include shots from precisely 
recorded positions to facilitate later 
annual comparisons. Foundation 
officials believe the potential worth 
of the film will be comparable to the 
value of a color-sight-and sound rec- 
ord of any settlement from Revolu- 
tionary times to the turn of the cen- 
tury—if such existed, 


Library Staff Aids Research 

The staff of the James Memorial 
Library at St. James will assist in 
the research work required by the 
project. Additional investigative aid 
is expected from a_ publication 
scheduled for issuance in September 
by the Western Historical Manu- 
scripts Collection at the University 
of Missouri. This study is based on 
early documents of the Maramec 
Iron Works, established in 1827 on 
Indian tribal lands near St. James 
by Thomas James. The American 
Legion has contributed a reel of 
early scenes. A gallery of “stills” is 
to be made each year. 

Distribution of the proposed film 
through commercial channels is not 
now planned, but the film probably 
will be made available to service 
and civic organizations for educa- 
tional and historical purposes. It 
may also be supplied to Federal 
agencies for exhibition outside the 
United States. Prints in color and 
black/white, in lo6mm and 35mm, 
will be stored for future use. a 
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Maurice L. ley 


AURICON 16mm Sound-n-Film 


Maurice L. Levy, NBC-TV’s Ace Cameraman recently named “Newsreel Cameraman 


of the Year” is one of the many top newsmen who shoot award-winning films with 
Auricon 16mm Sound-On-Film Cameras. 


Racing to provide the public with up-to-the-minute coverage of the news, Mr. Levy 
spans Texas and the entire Southwest in a radio-equipped plane. Wherever fire, 
flood or tornado strikes, Levy’s Auricon Sound Camera films the news as it happens! 


This is another example of how Auricon 16mm Sound-On-Film Cameras are being 
used to produce Television Newsreels, as well as Film Commercials, Dramatic 
Inserts and local Candid-Camera programming with speed and dependability. 


Auricon Cameras are sold with a 30-day money-back guarantee. You must be 
satisfied! 


Auricon Catalog... 


* Write for free illustrated 


ry 


Airplane phote (at top) shows Maurice L. Levy, NBC-TV's Ace 
Cameraman with his Auricon “Cine-Voice” 16mm Sound-On-Film 
Camera. Pilot Julius Hudson (Center), and Sound Man Tom 
Journeay complete the high-flying Newsreel Crew. 

Photo (above) shows Maurice L. Levy with Auricon “Cine-Voice” 
which helped him win top award in Annual National Press 


Photographers Association Competition, and — 
title of “Newsreel Cameraman of the Year!" 


AURICON 
A PRODUCT OF 
BERNDT-BACH, INC. 


MANUFACTURERS OF SOUND-ON-FILM RECORDING EQUIPMENT SINCE 1931 
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Les Weinrott... joins Kling 


Weinrott Named Vice-President 
of Kling Sales, Programming 
W em 


rott as executive vice-president in 


* Appointment of Lester 


charge of sales and programming 
at Kling Film 
Chicago, has been announced by 
Robert Kirinberg, president. 

“We are now producing film com 


enter prises, Ine.. 


mericals and film packages for tele 
feature-length 
films,” EKirinberg said. “Under Mr, 
Weinrott’s direction we plan to ex 


vision as well as 


pand this phase of production and 
to add several new film services for 
business and industry.” 

Among these services will be a 
business newsreel archives which 
will enable a company to keep a 
film record of significant changes 
in ite plants, services or products 
and institutional films for public 
service and community relations 
une, 
Weinrott’s background includes 
experience in advertising, radio and 
television. He has particularly made 
use of the dramatic documentary 
technique in various media, Prior 
to his Kling appointment, Weinrott 
was executive producer for CBS in 
Chicago 
award-winning programs, “This is 
the Midwest” and “Eye on Chicago.” 

He was director of television for 
the Ted Bates agency in New York 


before taking the CBS assignment, 
Magnes Joins Sturgis-Grant 
® Benedict Magnes has succeeded 
Dwinnell 
and general managet 
Grant Productions, Ine., New York. 
Mr. Magnes has a wide back 
ground of executive and produc tion 


where he created the 


Grant as vice-president 


of Sturgis 


experience. Past affiliations include 
MGM International, The New York 
Times, and Magnum Photos, He was 
associated during World War Il 
with the Office of War Information 
and the Department of State, and 
was with CBS for four 
direction, He 


years im 
production and 


worked for the American Cancer 
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Society on their extensive closed. 
circuit color TV series. 

Schwerin Heads Creative 
Production at Robert Davis 

Jules V. 
pointed vice-president in charge of 
creative production of Robert Davis 
Associates, New York motion pic- 


Schwerin has been ap- 


ture producers. 

According to Davis, industry has 
awakened to the vast audience po- 
tential in films on subjects like men- 
tal health, housing, geriatrics, trans- 
portation, Production of such kinds 
of films will be supervised by 
Schwerin. Among his first assign. 
ments will be the development of a 
W-minute documentary seript en- 
titled, The Age of Flight, tracing 
Hight progress and its social impact 
on the age, 


Colmes-Werrenrath Names 
Sales, Pub-Rel Executives 
© Two staff appointments have been 
announced by Colmes-Werrenrath 
Productions, Chicago, producers of 
films for 
education. 
Robert B. Hicks has been named 
Balle 


has been assigned as director of 


television, industry and 


sales manager and Joyce E. 


public relations. 

Hicks formerly was with United 
Film and Recording Studios. Prior 
to entering the motion picture busi- 
ness, several years ago, he was a 
copy writer and account executive 
with M. Glen Miller Advertising in 
Chicago. Miss Balle previously was 
with WGN-TV’s 
and Kling Film Enterprises, Chicago. 


film department 


leading Film Engineer 
Joins Capital 


Strong Creative Staff 
Now Stronger Still as 
“Gar” Misener Joins 
Capital Film Labs 


CUSTOMER SATISFACTION depends 
most of all on people. So Capital an- 
nounces proudly the acquisition of still 
another top flight technical expert. Our 
new Director of Laboratory Operations 
is Garland C. Misener. “Let's look at 
the record.” 


Ten Years With Ansco 


From 1949 through 1955, Misener was 
Manager of Professional Motion Picture 
Services for Ansco Division of General 
Aniline & Dye Company at Binghamton, 
N. Y. Pour previous years in charge of 
Anseo’s Hollywood technical staff 


Won Academy Award 


Misener helped introduce Ansco color, 
won Academy of Motion Picture Arts 
and Sciences Award for his contribution 
to design of color print scene-tester, now 
widely used in the industry. 


Wartime Sound Specialist 
During World War Il, Major Misener 


was in charge of sound recording at 
Signal Corps Photographic Center. He 
is now a Lieutenant Colonel in the Army 
Reserves. Before the war, he was a 
Sound Engineer with Warner Brothers 
and for five years a physicist with East- 
man Kodak Research Laboratories. 


GARLAND C. MISENER 
Director of Laboratory Operations 


Schools and Societies 


Misener is a Michigan graduate in Engi- 
neering Physics, did post-graduate work 
in Optics and Television Engineering at 
Michigan and Rochester University Insti- 
tute of Optics. Now Fellow and Gover- 
nor of the Society of Motion Picture and 
Television Engineers and member Opti- 
cal Society of America, Photographic So- 
ciety of America, Academy of Television 
Arts and Sciences, American Society of 
Cinematographers, Armed Forces Com- 
munications Association, and Tau Beta 
Pi, honorary engineering society. 


Capital extends a hearty ‘Welcome 
Aboard” to “Gar”. His joining with the 
nation's fastest growing laboratory will 
result in a still higher level of quality 
and service for each and every one of 
our customers. 


YOUR PARTNERS IN PRODUCTION 


Cc APITAL ro Ave. N. 


Washington 2, D.C. 
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Townsend to Dynamic Films as 
Executive Producer, Sound Chief 
* Dynamic Films, Inc. has ap- 
pointed James E. Townsend as ex- 
ecutive producer and sound super- 
visor. Formerly vice-president and 
chief engineer at Unifilms. Inc.. Mr. 
Townsend has spent 18 years in 
sound engineering. 

Mr. Townsend believes that sound 
has been accorded a secondary place 
in the production of films. “The 


James Townsend ... to Dynamic, N.Y. 


attention to the visual 
area,” he said, “has in no way been 
matched by the efforts expended in 
the audio end.” 

In discussing the function of the 
sound track, Mr. Townsend felt that 
only 50% of its potential was be- 


elaborate 


ing used. “What exists now is a pic- 
ture with sound accompaniment. 
What we need is an integration of 
sound and picture that will reach 
all the senses to a more complete 


extent.” 


Lasky Film Productions, Inc., 
Appoints Geeding Sales Chief 
* Daniel P. Geeding has been ap- 
pointed vice-president and account 
executive of Lasky Film Produe- 
tions, Ine., which has its headquart- 
ers in Detroit, Michigan. 
A native of Cincinnati, Ohio, 
Geeding will remain in that city to 


Dan Geeding . . . heads Lasky sales 


head the firm’s sales organization. 
Lasky Film Productions maintains 
branches in Cincinnati and N.Y. 

Geeding’s past associations in- 
clude the Gruen Watch Company 
and the Clopay Corporation. 
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Geoffrey Crowther to Board of 
Encyclopaedia Britannica Films 
* Geoffrey Crowther, for 17 years 
editor of Tue Economist of Lon- 
don and now its chairman, has been 
elected to the board of directors of 
Encyclopaedia Britannica, Inc., and 
of Encyclopaedia Britannica Films 
Inc., it was announced by William 
Benton, publisher of the Britannica 
and board chairman of both com- 
panies, after meetings of the two 
companies’ directors in Chicago last 
month. 

Maurice B. Mitchell, president of 


the film company, was elected to the 


EB Films’ President Mitche!l 


board of directors of Encyclopaedia 
Britannica, Ine., the 188-year-old 
reference work publishers, at the 
same meeting of that company’s 
board. 

Crowther, although only 47 years 
old, is regarded as one of the world’s 
most influential editors eco- 
nomic writers. He is the first British 
subject elected to the board of either 
Britannica company since Mr. Ben- 
ton assumed control of them in 
1943, and is the only non-American 


member. 


Petroff is MPO Art Director 

® Paul Petroff has joined MPO 
Productions, Inc. as Art Director in 
charge of Scene Design and Crea- 
tion of Special Effects. Mr. Petroff 
has recently been associated with 
Transfilm, Incorporated. 


NUMBER 3 * VOLUME 


new automatic 


protects your 


RADIAN 


SCREEN 


i 


No more pulling screen fabric off the roller! The Model ECED Wall Ceiling Screen 
new Radiant Automatic Safety Roller Lock pre- 
vents fabric from being lowered beyond the full — audience screen of its type and size. 
picture size. Assures even hanging and cutsdown Model ECED can be hung conven- 
costly fabric repairs. EDUCATOR Wall models 
are specially designed for the constant handling 
required in classroom use. 


The simplest, most efficient large- 


iently from either wall or ceiling by 
strong, dual purpose brackets. 
Highly reflective, fine-grain glass- 


beaded surface provides sharp, bright 
WRITE FOR ype projection quality—ideal for slides, 
giving specifications, prices on the complete line adiant Gimetrips, movies. Available in eight 
Projection Screens for all purposes. 

sizes: G x 8 to 12’ x 12’. 


RADIANT 


The Worlds Most Popular Screens 
RADIANT MANUFACTURING CORP. * 1225 SO. TALMAN - CHICAGO 8, ILL. 
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“Enjoy Your Garden” Film 

Released by Paint Company 
* Enjoy Your 
timely 


Garden, a spring 
l6mm Kodachrome sound 
film, is being sponsored by Ameri- 
can Chemical Paint Company, Amb 
ler, Pa., makers of 24-D and 245-1 
Weedkillers. 

Running 30 minutes, Enjoy Your 
Garden is a non-technical, storyized 
production telling of the probleme 
encountered by a young couple in 
achieving a beautiful lawn against 
the wiles of weeds and crabgrass. 
Sequences treat of various garden 
ing activities such as the rooting of 
cuttings, 

The film is meant to be accom 
panied by a 64-page “Guide to Bet 
ter Lawns and Gardens” which dix 
cusses garden chemicals, grasses. 
weed identification, lawn care, the 
flower garden, vegetable and small 
fruit garden and gardening indoors. 

Enjoy Your Garden is available 


on free loan, except for return 
transportation, 


“Behind the Ticker Tape” 

Tells Stock Exchange Story 

* An up-from-the-streets biography 
of the American Stock Exchange is 
provided in a new 20-minute Tech 
nicolor motion picture sponsored by 
the Exchange and produced by Unit- 
ed World Films, Ine. 

Behind the Ticker Tape drama 
tizes the growth of the Stock Ex 
change since the first informal street 
trading early in the 19th century, 
following into the Exchange's color- 
ful adolescence as the “Curb Mar 
ket”—when Broad Street in lower 
New York frenetic 
brokers. This street trading is re 
membered by New Yorkers as one 
of the city’s great attractions for 
sightseers until the 1920's, 

Behind the Ticker Tape evolves 
into the operation of today’s se 
curity market in the American Stock 
Exchange building where many of 
the old Curb Market's traditional 
customs still are in 


teemed with 


vogue but 
where modern facilities and opera 
tions have accelerated buying and 
selling and assure speedy, accurate 
transactions, 

United World will book the film 
through its nation-wide facilities in 
free loan distribution offices located 
in six key market areas throughout 
the United States. These locations 
include: Atlanta, Georgia; Chicago, 
Illinois; Miami, Florida; Los An- 
geles, California; Dallas, Texas and 
Portland, Oregon. 

Work Simplification Films 
Listed by Industrial Group 
Thirty-eight 
tures on the use of work simplifica 
tion in industry are listed in a 12 
page folder recently published by 


motion pi 


Along the Film Production Lines 


News of Business-Sponsored Motion Pictures and Slidefilms 


the Industrial Management Society. 

The films described are approxi- 
mately 10 to 15 minutes in running 
length and picture “before” and 
“after” operations of work simpli- 
fication projects in both plant and 
olhice operations. 

Titled “Work Simplification on 
Film,” the folder explains the terms 
by which the films are available for 
rental. Produced by leading Ameri- 
can companies, all the information 
films have won awards in the an- 
nual Methods Improvement Compe- 
tition sponsored by the Society. 
Many of the films are in color and 
sound, 

Copies of the folder are available 
from the Industrial Management 
Society, 35 East Wacker 


Chicago 1, Mlinois. It is free. 


Drive, 


productions! 


Farm Lighting Techniques 
Shown in Sylvania Slidefilm 
* Proper techniques of farm light- 
ing are illustrated in an 18-min- 
ute slidefilm sponsored by Sylvania 
Electric Products, Inc. The film em- 
phasizes lighting methods for the 
various tasks about the farm rather 
than lighting products themselves. 
The film shows the best light 
source for each requirement and 
how each one can be used to advan- 
tage. Among lighting applications 
depicted are yard lighting and barn 
and chicken house lighting. Portable 
lighting equipment for repair work 
on farm machinery and applications 
of infrared heat lamps for brood- 
ing, thawing and drying and other 
uses are shown. Frames outline use 


of ineandescent and fluorescent 


the creative and technical 
excellence of all Centron films, 
whether they ore on a T-shirt ’ 
or a tuxedo budget! Highest 
quality at amazingly realistic 
prices . . . that’s what is 


unusual about Centron 


West 9th at Avalon Road 
Lawrence, Kansas 


lamps for home and workshop il- 
lumination. 

The 35mm color subject consists 
of 76 frames and is narrated in non- 
technical language. The film is fur- 
nished with a standard 331% rpm 
recording and a typed manuscript 
in the event a record player is not 
available or a personal presentation 
is preferred. 

Sylvania’s film is intended espe- 
cially for colleges, electric power 
suppliers, agricultural engineers, 
home economists and vocational in- 
structors, county agents, 4-H Clubs 
and similar groups. Organizations 
which wish to own their own print 
of the film may purchase one for 
$10.00, Contact: Public Relations 
Dept., Sylvania Electric Products, 
Inc., 1740 Broadway, New York 
19, N.Y. 

“Adventuring in the Arts” 

is a New Girl Scouts Picture 

® Latest in the growing number of 
interesting films which tell the story 
of the Girl Scouts is Adventuring 
in the Arts. Produced by the Girl 
Scouts of the United States of 
America national organization, and 
directed by Sidney Meyers, the new 
color film is presented to encourage 
Girl Seout leaders in the develop- 
ment of artistic inclinations among 
their girls. It 


color. 


shows how form. 
pattern and rhythm find 
meaning in everyday life, and how 
these are translated into design, 
music, drama, or the dance. 

The film explains that even in an 
age of standardization each child 
has something unique to express, 
and that even without formal train- 
ing, the leader can help children to 
express that uniqueness creatively. 

* 

“Mirror in the Mountains” a 

Film on Juvenile Delinquency 

* The combined efforts of a film 
producer and an advertising agency 
have resulted in a new public serv- 
ice film about juvenile delinquency 
which will soon be shown publicly. 
Blake Enterprises and 
Batten, Barton, Durstine & Osborne 
have completed Mirror in the Moun- 
tains, an 


George 


18-minute documentary 
which surveys the unique youth 
therapy of the Berkshire Farms, 
Canaan, New York, one of the most 
advanced private institutions of its 
kind in the country. 

James W. Guimond, staff coun- 
selor of Berkshire Farms, and the 
boys and staff there are featured in 
the film. It was produced by Ber- 
nard Haber, head of BBDO’s com- 
mercial film department. George 
Blake directed and Richard Mercer 
wrote the screenplay. 

The story is a case history of a 
young boy whose anti-social actions 
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lead him to detention and then as- 
signment to the private, non-sec- 
tarian Berkshire Farms where the 
unusual treatment returns the boy 
to healthy, normal life. Ya 


Taking that long walk to a prospective em- 
ployer’s door is one of an annual 2 million 
applicants for jobs in industry. 


Longest Walk in the World — 
New Keystone Film Shows How 
“Co-op” Training Shortens It 
dae LONGEST WALK in the world 

. might well be the trek of a 
young man or woman up to the 
office door of a prospective em- 
ployer .. 

Each year more than 2 million 
young men and women throughout 
the United States must take this 
walk. To some it is a solemn task. 
The doubt and fear that they may 
not be prepared for the job they 
want causes many teenage students 
to dread the usually pleasant ex- 
perience of a job interview. It may 
cause them to lose the thrill of 
starting on their first office oecupa- 
tion. 

The Problem of Induction 

At the other end of this “longest 
walk” another problem exists. Busi- 
nessmen face a complex obstacle in 
inducting inexperienced people into 
their organizations. Although pri- 
mary and secondary schools as well 
as advanced professional and aca- 


demic institutions may do an excel- 
lent job of teaching students their 
fundamental skills, the problem of 
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adapting these skills to the require- 
ments of a particular office job may 
require considerable thought and 
action to solve. 

This much discussed gap between 
school training and on-the-job re- 
quirements has been narrowed to a 
minimum in the case of office occu- 
pations. The solution involves com- 
bining classroom learning with on- 
the-job instruction and performance. 
It is called “Cooperative Ofhice Oc- 
cupations.” 


“Co-Op Training” One Answer 


Office Occupations 
or, for short, “Co-op Training” 


Cooperative 


another example of the cooperation 
between industry and 
betterment of the 
country’s welfare. 

Keystone Steel & Wire Company, 
like thousands of other American 
firms, has participated in this pro- 
gram for a number of years. Not 
only has it placed many local high 
school graduates ii interesting office 


American 
education for 


positions, but has provided the com- 
pany with better qualified and efh 
cient employees. 

Impressed with the importance of 
this cooperative education program 
a new motion picture Education 
Plus—Cooperative Office Occupa- 
tions has been produced for Key- 
stone by the Venard Organization, 
veteran midwest film makers. 


Benefits Are Clearly Shown 


The film depicts mutual benefits 
to be derived 
vocational 


from cooperative 
training by students, 
schools, and business. Taking typi- 
cal examples of businessmen and 
students the picture dramatically ex- 
presses the need for the combined 
instruction a student receives under 
a co-op program, 

Keystone’s first film, Education 
Plus—-The Field Trip, was released 
two years ago. In 1955 alone it was 
seen by more than 11 million per- 
sons by way of showings on tele- 
vision, in classrooms, and by busi- 
nesses and civic organizations. 
These films are available on free 
loan. Write Keystone Steel & Wire 
Co., 


Peoria, Illinois, for group 


showing arrangements. 


KNIGHT TITLES... 
add te the prohessional 
dignity of your bilms 


HOT-PRESS TITLE PRINTERS SINCE 1938 


KNIGHT TITLE SERVICE 


Phone WAtkina 4-6688 
115 West 23rd Street New York 11, N.Y. 


FOR RESEARCH 


its easier with. | 


35MM 


% 


Show it... 
FOR TRAINING 


Sell it... 


Your firm name embossed 


in gold on each case. 
ENTIRE KIT 


95 
AS LOW AS $ 7 


in quantities of 50 or more 


EXTRA! 


WORLD'S FINEST 35MM 


SLIDE 
VIEWER 


MOST PRACTICAL AID 
TO VISUAL SELLING 


The new 35MM OPTA-VUE Slide 
Viewer gives the largest, clear- 
est, easiest-to-look-at image ever 
achieved in hand viewing. 9X 
larger area, plus the exclusive 
‘‘Built-In-Projection” feature, 
gives a LARGER IMAGE... 
DEEP DIMENSION PICTURE... 
BRIGHTER IMAGE. 


The complete OPTA-VUE Visual 
Aid Kit with: Opta-Vue 35MM 
viewer, 2 spare batteries, a spare 
bulb, space for 100 slides . . . all 
in a handsome, two-tone carry 
case of luxurious, durable OPTHA- 
LENE’... guaranteed for life. 
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PARTHENON PICTURES 
-Hollywood- 


Cap Palmer Unit 
Documentary films for business 


New Address: 


2625 Temple Street 
Hollywood 26, California 
(DUnkirk 5-3911) 


CURRENT RELEASE: 
“Tools of Telephony” a film 
report on the operations of Western 
Electric and the place of the com 
pany in the Bell System .. . 50 min 
utes, 55mm., prints by Technicolor, 
symphonic seore by Jack Meakin, 
premiered at the annual meeting of 
A. 

GOLDEN REEL AWARD WIN. 
NER “MAN WITH A THOUSAND 
HANDS” featuring Raymond Mas 
sey; made for International Har 
vester. 


Members of the Parthenon 
key staff are seasoned pro- 
fessionals with major ex- 
perience prior to their 


entry into documentary. 


Studios represented in- 
clude MGM, Disney, U. L., 
Canadian Film Unit, ASN, 
Warners, and DeRoche. 
mont: CBS and NBC nets, 


Charles Palmer 

John E. R. McDougall 
Jack Meakin 

W. T. Palmer 


Robert J. Martin 
Don Livingston 
Norman K. Doyle 
Sam Farnsworth 


@ and new members 


Frank Orme 
Kent Mackenzie 


PARTHENON 


Pictures recently completed or in 
process for: Western Electric, Hilton 
Hotels, Std. Oil Co. of Calif., Conn. 
Gen. Life Ins. Co., Kaiser Aluminum 
and Chemical Corporation. 


The theatrical featurette “Holiday 
For Bands” is a Lasky-Parthenon 
production. 


The company makes no TV series or 
commercials. The stage facilities, un- 
usually large and efficient, are avail- 
able for rental. 


PARTHENON PICTURES 


2625 Temple St. « Hollywood 26 
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How's Your Approach? 


Some thoughts on the win-or-lose moment in film making. 


by Dan Klugherz* 


gx He Decision to make a film 
calls up immediately the most 
critical phase of its production 
namely, what kind of approach will 
be made to the material, will it be 
straightforward or will it have a 
gimmick, what material will it con 
tain and in what style will the ma- 
terial be presented 7 

In golf, too, the approach shot is 
critical, placing a greater burden 
on the player, giving him more 
questions to decide at once than any 
other shot in the game, But unlike 
golf, the condition “decide at once” 
is not present in approaching a film. 
There is time to weigh and consider 

and, if necessary. reconsider ; you 
can try an approach to your film 
and if it doesn’t seem right, you can 
until you have 
something that seems more like par 

or better, 


start over again 


The Moment of Decision 

But at no other time than at this 
early stage of film making, do you 
determine so radically the ultimate 
success of the final effort. This is 
the win-or-lose moment in making 
the picture. Call in a genius to 
photograph the ideas of your film; 
if the ideas are weak or strained 
that's how they will appear to the 
audience through the fine gloss of 
the production. 

The “corniness” of many films is 
usually a result of jumping at the 
first solution to the problem of the 
approach. Time is needed, along 
with good taste and experience, to 
come up with a fresh treatment of 
material, 


Is It Worth the Time? 
Although 
producers 


more sponsors and 
are realizing that there 
is no point in going ahead with a 
production until a good idea has 
been found, there still exists, in the 
present mechanics and traditions of 
film making, a too short period to 
decide upon how the film in ques- 
tion is to be treated, It is worth 
extra time and money to allow the 
writer of the film to acquaint him. 
self thoroughly with the material, 
to allow him to “stew in it” so to 
speak, so that a creative idea can 
emerge 

The problem of a fresh approach 
is made more difficult by the fact 
that at this point the creative part- 
hership of writer and producer is 
entered, naturally, by the sponsor 
who is quite anxious to know what 


kind of wonderful film is being 
planned with his money. He, of 
course, makes the final decision and 
even if he stands somewhat outside 
the first discussions, his tastes, atti- 
tude, background and experience 
with films are bound to influence 
the type of approach that is the 
basis for his new film. 

So here are the sponsor, the pro 
ducer and the writer sitting around 
a table discussing the proposed film. 
Many questions arise, particularly 
from the sponsor, who may be in 
new territory. But the writer and 
producer too, are turning over ideas 
and thoughts, remembering past 
experiences to help guide them to- 
ward a successful approach. 

These are 


some 


thoughts and 


views that have come to_ this 
author's mind, or from questions 
brought up by the sponsor, while 
deciding upon a treatment for a new 
film. There is no attempt here to 
deal with all the questions or all the 


answers... 


Unity of Content 
(Juite frequently a sponsor wants 
several items to be included in the 
film, one or two of which are slight 


ARE GOING 
TO GETA 

PROJECTOR 


NOT GET 
THE BEST 
? 


SELECTROSLIDE 
JUNIOR 


STANDARD 
SELECTROSLIDE 


and can be stripped away to allow 
the film to achieve a strong, clear 
effect. Frequently, 
proach has finally decided 
upon and it has the desired unity. 


when an ap- 
been 


someone steps in and says, “Fine 
but add this”, upsetting the effort 
to date. 

It is a difficult task for a film to 
stay on target but if the importance 
of unity can be understood at the 
outset, the danger of last minute 
insertions can be avoided. 


Pictures of the Plant 

Often the initial of a 
sponsor in having a film produced 
is as simple as a father wanting to 
take home movies of his family: he 
is proud of his organization and 
wants pictures of it. His 
should of course be satisfied. But 
frequently he can be made to see 
that he has a story to tell of general 


interest 


desire 


*Dan Klughers is one of the better-known 
writers and directors in the East. Among his 
recent credits are Once Too Often, a prin 
winning satety film, The First Forty Days, alo 
an award-winning documentary picture 


Turbine-cooled projector with 
fixed magazine for 16 slides 
Has built-in 500 watt pro- 
jector, 5-inch projection lens 
7-second automatic and push 
button controls. Slides 
change automatically but 
any one may be referred back 
to by a quick turn of the 
magazine drum. Can also be 
had with interchangeable 
magazines. 


750-1000 watt, turbine-cooled 
projector. Changeable 48- 
slide magazine. 5-inch anas 
tigmat lens. 7 or 16 second 
automatic contro! or remote 
control. Runs continuously 
over long periods of time 
without attention. This 
model also available with 
various focal length lenses 
from 2 to 10 inches 


Now 32 years of scientific experience and research make 


SELECTROSLIDE the discerning selection for your exacting requirements. 


There is a SELECTROSLIDE to fit every projection problem — consult us. 


Mlustrated literature available — no cost or obligation 


Spindler & Sauppe 


2201 Beverly Blvd, Los Angeles 57, Calif, Phone: 
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interest——and the plant, with all its 
wonderful machinery, may have a 
minor place in it. 

Relating the sponsor's organiza- 
tion and work to some broader hu- 
man or technical problem that needs 
explaining-—either to an average or 
special audience—can help the film 
achieve a greater distinction and a 
wider distribution. 


Who Tells the Story? 


The most common and least ex- 
pensive method of presenting the 
material of the film is through the 
use of an off screen narrator. In- 
stead of this voice suggesting no one 
in particular, it can be an advan- 
tage to decide just who he is—a 
policeman talking about safety, a 
truckdriver talking about preventive 
maintenance, etc. This type of nar- 
rator can be adequate or even ex- 
cellent for getting around and talk- 
ing about many things with a single 
point of view. Even such a mild 
gimmick as this often seems to add 
a certain of color to the 
standard industrial or information 


amount 


film. Also it can lead to some fairly 
awkward cliches 

Take the film that begins with a 
long shot of the plant, finally mov- 
ing in to a little old man who will 
act as narrator—the old watchman 
or caretaker. He says he’s been with 
the company for forty years, seen 
it grow, can tell you just about 
everything— including the steps of 
manufacture and where they keep 
the blast furnaces . . . It’s not fair 
to the old fellow, he’s served his 
time at the factory, and in films of 
this type. The person chosen to tell 
the story should be at home with all 
the facts and should 
throughout the film. 


wear well 


Using Several Narrators 


When can't tell the 
whole story, several voices may be 
each contributing his 
special slant or information. This 
is sometimes an attractive format 
but it suffers from the fact that the 
audience must readjust continually 
to each new narrator and time must 


one voice 


employed, 


be taken to make sure that the audi- 


NUMBER 3 * VOLUME 


ence knows just who is talking. One 
documentary film, The True Glory, 
all the difficult hurdles 
brilliantly and suggests that it can 


overcame 


be done again, in some similar way, 
in an industrial film. 


The Letter, Album or Diary 

Sometimes these tie things up 
neatly but the use of almost any 
such device must take into account 
how often it has been used before. 
This should not mean that the gim- 
mick is useless, only that it should 
be employed carefully and when al 
together appropriate to the content. 


The Story Film 

In the higher budget bracket, the 
story film with live actors seems to 
be increasingly popular as a means 
of presenting a message, attitude or 
idea, Sponsors who look forward 
to a film of this kind might consider 
the advantages of achieving strict 
authenticity by using a few profes. 
sional actors, carefully placed into 
the actual situation to be filmed, 
rather than going into the studio 
for a straight Hollywood effect. If 
Hollywood has realized the advan- 
tages of going on location to 
heighten the effect of authenticity, 
the industrial film sponsor and pro- 
ducer, whose goal is an impression 
of fact rather than fiction, might 
consider this recent trend. 


One Story vs. Several 

When one story encompasses the 
entire idea or subject to be pre- 
sented, this can result in a film that 
is altogether satisfactory and ab- 
sorbing. But if the content requires 
a series of stories or incidents, the 
film invariably weakens. Nothing 
seems to tire an audience more than 
seeing the end of one incident and 
having to look forward to the be- 
ginning of another, 


Whimsey 

A dangerous area. A little sprite 
ov bug pops on the sereen, onto a 
truck 
him or to be his conscience for the 
rest of the film. Many such films 
have been successful. But the de- 
cision to be whimsical is very far 
from being a guarantee that the 
film will be original. 

Some day 


driver's shoulder, to advise 


someone may make a 
film in which the truck driver will 
show this sprite or bug that he 
knows his job and doesn't need ad- 
vice from supernatural sources. 


How Much Humor? 


Why not let it grow out of the 
material, instead of spotting it here 
and there; let it come when the sub- 
ject matter lends itself. (In one in- 
stance, where a dry subject didn't 


(CONTINUED ON FOLLOWING PAGE) 
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ve" MAGNETIC TAPE 


7 1200 ft. Reels 
Plastic Base 


$1.99 $5.50 
Each. Reg. Price 
RCA-PG-201 


lémm Sound Projectors 

Used—— Reconditioned 

Guaranteed Excellent 
Working Condition 


$159.50 Each. 


PERMACEL 
Sprocketed Editing 
Transporent Tape 
Pressure Sensitive 

for Butt of Lap Splicing 
Excellent for Repairing 


$5.00 iSmom $9.00 


35mm DeVRY 
Seund Proj. Med. 2800 
2000 ft. Cap 
omplete with Amp! 
1000 W. Lamp, Exc 


$625.00 


DULLING SPRAYS 
Matton 2.256 for $12.00 
1,956 for $10.50 

Pencils—Doz 1.65 
Cotton Editing gloves-—Doz 2.25 


Krylon 


Red Grease 


PREVIEW MOVIOLA 


15mm Preview Screen 


| Pic Head } Sound Heads 
Large Rolling Cabinet 
Reg Price 
$1995.00 $2950.00 


DUPONT 16mm FILM 
Single or double sprockets 


Reversal Negative 
100 ft 400 3.05 
400 12.75 400 955 
1200 36 00 200 26 50 


MOVIE STOPWATCH 


Reads Minutes, Seconds 
lémm Footage, J5mm Footage 
Starts Stops Resets 

Reg Price 


$18.75 $42.50 


15mm Single Frame Radar 
RECORDING CAMERAS 
For Expernmenters 
Battery OP —-with Movement 
Sprockets——ete 


$87.50 


CAMERA SLATES 
With Clapsticks 
lial4 Durable Black 
Slate Finish 
Reg Price 


$3.95 $8.75 


lémm ALUMINUM 
SPLIT REELS 
For Magnetic Tape 
400 ft 8 50 1200 12.50 
(17 ¥,mm Reels——add 50¢) 


HEAVY DUTY REWINDS 
lémm——-2000 ft. Cap 
Single Reel Type 

Reg Price 


$11.95 pr. $20.00 pr 


REVERE SLIDE 
PROJECTORS 


Sensational Automati« 


SYNCTRON NEWSLITE 
Portable, Hi intensity 
Battery Operated Spotlite 
Battery 


Nickel Cadmium 


NEW ZOOM LENS 
Berthiot Pan Cinor 70 
17mm to 70mm Range 


Side Mounted 
Reg Price 


$79.50 $125.00 


Made! 686 Model 555 with Prign—Thru Lens Focus 
New $144.50 New 89 50 Refector & Brecker Available now 
Like New Like New $325.00 List Price 
$97.50 $61.25 Complete w. 2 Lomps $449.00 
FE. OPTICAL HI-C CRITICAL MOVIE-MITE 
VIEWFINDERS FOCUSER 
FOR EYEMO lémm Portable Sound Pro 
For All Auricon Cameras 
1 optical viewing Complete-—| case 


Slips into Gate for Full. frame 
Focusing and Parallax Viewing 


$49.50 


ightweig! 


$97.50 


USED FILMOS 
70 DA-\5mm 127 
3” 14.5-, good — $245.00 


7OF.\5mm {2.7 ! 12.7.2 
‘95 Adapted for Mag. & 
Motor $269.50 


@ 127, 6 14 
Pos. Obj 


Turret Viewfinders 


$329.50 


NEW l6mm REELS 
Stee|—Top Quality 


400 ft 34 1200 fr 1.45 
400 ft 102 1600 ft 160 
800 ft 1.25 2000 27.95 


Min. Order!2 


USED EYEMOS 
71K.5Omm 3.5, Turret 
Viewfinder, 3-speed $295.00 
71\C. Spider Turret 
2.7. 2° 425. 6° 44.5 
Drum finder 


$495.00 
MIKE BOOMS 


Mod. 65.37 Porto-Boom 
18 t telescoping 
Folds to 7 ft 


Action Swivel Controls 


$369.00 


Very Good 


Velve! 


Reg Price 


$625.00 


CINE SPECIAL - PAR 
OUTFIT 


4 Lens Turret-—-Opt, Ob; Finders 
Reflex image Magnifier - 
400 ft. Mitchell Magazine 
Spring Torque Motor 
Sync Motor 


Great tor Sports-——ltike New 


$1475.00 


Price 


Reg 
$2180.00 


1" (©. 95 NOMINAR 
The Fastest Lens in 
the World 
for Cameras 
Vidicon Cameras 
Used — Demonstrater 


Reg Price 


$119.50 $174.90 


SUPER NATCO 


lémm Sound Projectors 
12 Speoker—-25w. Ampl 


Terrific Sound—Uses |100w 
20 volt Lamp, 7° Lens 
$289.50 
Unused 


Army Surplus 


LEG-LOK TRIANGLES 
With Locking Clamps 
inset Center Prevents 

Wobbling 

Instant Leveling 

All Aluminun 


$26.95 


Numerals for 


Reg. Price 
$32.50 


Film A ite Techniques 6.29 
Painting with Light 6.29 
Special Effect Cinema 

fography 429 
Electronic Motion Pictures 4.49 
Dollars & Sense Business 

Filrns 449 
Film Form. Eisenstein 44g 
Cinematographer Hand 

boot 44g 
Film & the Director 399 
Television Prog & Prod 399 
Photographic Optics 4.274 
Cine Data Boot 399 
Dynamics of the File 3.24 
Movies for TV aay 
The Televisior 

449 


TECHNICAL BOOKS 


Technique of Film Editing. 6 2° 


Enclose 25% deposit. 


NOTE: Please add sufficient postage. With all orders for C.O.D. shipment 


FIRST COME—FIRST SERVED 


FLORMAN & BABB 


68 West 45th Street, New York 36, N. Y. 


Phone: Murray Hill 2-2928 
Cable Address — FLORBABB, N.Y. 
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COLu ORATOR Gs | 
Motion Picture 
over, Indusery 
DECA 
33 WEST bom, DE 


610 NORTH WOODWARD AVENUE 


BIRMINGHAM, MICHIGAN 


TELEPHONE MIDWEST 4-3619 


A 


ASSOCIATED STUDIOS IN 
DETROIT —~ CHICAGO 
NEW YORK — BALTIMORE 
WASHINGTON — ST. LOUIS 
NEW ORLEANS —~ HOUSTON 
SAN FRANCISCO — LOS ANGELES 


JAMES E. 


ex €EecurTive 


MacLANe 


PRODUCER 


21 years 
experience 


professional 
in film production 


EVERYTHING 


FOR MOTION PICTURE AND TELEVISION PRODUCTION 


THE CAMART TV DOLLY 


The latest improved model provides smooth 
geared mechanical operation; 
from 24° to seven feet 
Narrow 30” width, light 
weight construction makes 
it ideal for industrial or 
public relations production 


PRICE, $1825.00 
Dolly Track available 
Send for descriptive literature! 


raises camera 


TIGHTWIND ADAPTER 


Winds film smoothly and evenly without cinching 
or abrasions. Fits lomm an 


1 35mm 
standard rewinds. With core adapter, $29.00 


THE CAMERA MART, nc. 


1845 Broadway at 60th St. Phone: Plaza 7-6977 
NEW YORK 23, NEW YORK 


HOW'S YOUR APPROACH? 


(CONTINUED FROM PRECEDING PAGE! 


lend itself at all to light treatment, 
the narrator of the film admitted 
the fact quite plainly. 


The film, which may have been 
titled Flight Instruction in the P-38, 
began with some shots of a pretty 
girl lying on a diving board. She 
stretches languorously, showing her 
figure. She dives, swims underwater, 
exits from the pool in a skin tight 
suit as the narrator comes in, saying 

“Well, gentlemen, that’s about all 
the entertainment you're going to 
get in this film. Now, about the 
« «) 


The really fresh and unusual ap- 
proach does not come by reaching 
for a formula, gimmick or pattern. 

From close and sometimes long 


study of the material, some right 
way of handling it seems to come to 


the fore and, if there is no swerving 
from the initial idea, the project 
can move toward an unusual and 
effective film. 


There will always be a few fine 
films each year but there can be 
more if (a) sponsors do not have 
to be sold on a fresh approach but 
can sense it when it appears. and 
if (b) we, the film makers do not 
become too deeply practiced in 
playing it safe, providing only 
“what the client wants”. The rou- 
tines of the business are often tax- 
ing, it is true, but if we become too 
disinterested in seeking the fresh 
approach, we shall lose not only the 
incentive but the knack. yy 


Producer Martin Murray (second from left) 


is pictured above with (| to r) Tom Emmett, 
vice-president of Hollywood Film Enterprises; 
Jacques Rimay, French Commercial Attache 
in Los Angeles and Mrs. Rimay, during award 
presentation. 


“The Story Today” 
Available for Sponsor Use 
The European Story Today, a 
travelog Italy, France. 
Switzerland, Germany, Holland and 
Belgium and filmed during 1955, is 
now being distributed, both for rent- 
al showings and print sales, by Hol- 
lywood Film Enterprises. 

Filmed by Martin Murray the 
picture concentrates on the people 
of Europe more than on the over- 
done places and is said to be one of 


covering 


the most interesting current trav- 
elogs available. Murray, who is a 
Los Angeles businessman and semi- 
professional photographer-producer, 
nevertheless had the editing, scor- 
ing, narrating, ete. professionally 
done so that the complete film, 
which runs 70 minutes is a profes- 
sional 16mm color picture. 

Prints have been bought through 
the Los Angeles consulates by sev- 
eral of the countries filmed, and by 
the Italian Steamship Line. Shorter 
versions of 40 minutes (exclusively 
Italy) and 30 minutes (the other 
countries) are available. 

For information on print rental, 
purchase or sponsorship write Tom 


Emmet, Hollywood Film Enter- 
prises, 6060 Sunset Blvd., Holly- 
wood 28, Calif. yy 


* 
@ Write for the Business ScREEN 
BooksuHeELF list. available free. 


CABLE: CAMERAMART | | 


MATTES INSERTS FADES DISSOLVES 


WIPES © SUPERIMPOSURES 
MOTION PICTURE & TELEVISION 


OPTICAL EFFECTS 
35mm or 16mm 


BLACK and WHITE 
or COLOR 


SPECIALIZED TITLES 
RAY MERCER & CO. 


ESTABLISHED 1928 


PHONE OR WRITE FOR 


SPECIAL PHOTOGRAPHIC 


OPTICAL EFFECTS CHART & INFORMATION 


4241 NORMAL AVE., HOLLYWOOD 29, CALIF. 
NOrmandy 3-9331 
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John Sutherland Tools Up for 
Greater TV Film Production 

* Apace newer requirements of ad- 
vertising agencies for sales produc- 
tive television 


commercials, John 
Sutherland Productions, Inc., New 
York, has just completed extensive 
modernization and improvement of 
animation and live-action facilities 
in their Los Angeles branch studios. 

Under the direction of Charles 
Bordwell, executive head of the TV 
Film Commercials Division, a num- 
ber of creative and production peo- 
ple, all television specialists, have 
been added to the Sutherland staff, 
bringing it to the highest level in 
the company’s history. 

Currently, the company has ap- 
proximately one-half million dollars 
worth of tv commercials in work for 
Campbell-Ewald, BBD&O, Foote, 
Cone & Belding, William Esty and 
other leading advertising agencies. 
The expanded facilities and new 
production personnel are geared for 
the million-dollar mark, expected to 
be reached by year’s end. 

Lionel F. Grover Added to 
Raphael G. Wolff Script Staff 
* Appointment of Lionel F. Grover 
to the permanent writing staff of 
Raphael G. Wolff Studios, Inc., has 
been announced by the Hollywood 
motion picture company. 

Grover, for many years engaged 
in the production of business and 
industrial films, most recently was 
a writer and associate producer for 
Riviera Productions. He has an ex- 
tensive background in manufactur- 
ing and industrial production, ac- 
quired while with North American 
Aviation Company. 


Lux-Brill Adds N.Y. Office 

|.ux-Brill Productions, Inc. has 
opened new Manhattan offices at 
1733 Broadway, New York. 

Dick Dubelman, Lux-Brill’s pro- 
duction supervisor, explained that 
these new offices, an adjunct to the 
company’s studio in Brooklyn, have 
heen set up to accommodate the 


expanded motion picture activities 
of their clients, and to service new 
and recently acquired accounts. 


Du-Art Completes Installation 
for Jet-Spray Processing 

® Du-Art Film Laboratories, in New 
York, has completed the installation 
of a new jet-spray processing labo- 
ratory. Designed to meet all labo- 
ratory requirements for both nega- 
tive and positive l6mm and 35mm 
b/w film, spray processing offers 
numerous advantages of conven- 
tional immersion techniques. All 
solutions are sprayed to obtain the 
greatest definition and directional 
effects and streaking are virtually 
eliminated, 

Compactness of the spray pro- 
cessing units, which have been turn- 
ing out all CBS TV newsfilm for the 
past year, affords an average pull- 
through time of five minutes as op- 
posed to 45 minutes on conventional 
developing machines. 

A paper on spray processing in a 
commercial film laboratory, accom- 
panied by a 10-minute film of the 
system in operation, were presented 
at the April Convention of the So- 
ciety of Motion Picture and Tele- 
vision Engineers by Ralph Whit- 
more, Jr., chief engineer at Du-Art 
and designer of the processing units. 

Prints of the film are available 
for screening at no charge from Du- 
Art Film Laboratories, Ine., 245 
West 55th Street, New York, N.Y. 


Bill Fisher Joins Kling Film 
Productions Writing Staff 
® Bill Fisher has joined the creative 
writing staff of Kling Film Produe- 
tions, Chicago, according to Hilly 
Rose, creative director. 

Fisher 
Academy 


Kling from 
Productions. Chi- 


comes to 
Film 
cago, where he served in the writing 
and production of television com- 
mercials and industrial films. Pre- 
viously, he 


wrote and produced 


various series for the Chicago 
Board of Education. His experience 


includes work at WROK, Rockford, 


and other midwest TY 


stations. 
“production hits the mark io industry, 

Margaret Ostrom 
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Wurlitzer Ad Mgr. 

* The appointment of 
Mrs. Margaret Ostrom, 
former director of adver- 
tising at Bell & Howell, 


as advertising and sales 


promotion manager of 
the DeKalb Division of 
the Rudolph Wurlitzer 
Company has been an- 
nounced, effective -in 


April. The company is 


hollywood, california Felon the recent sponsor of 


Pianorama, \6mm film. 


Pree 


Are you worried whether 


ANY OF YOUR CLIENTS PLAN 


PRODUCTION UNIT? 


ais 


Write to 


HOLLYWOOD FILM 


for FREE reprints of a 
provocative article entitled: 


Hollywood Film Enterprises has the answer to 
the question: ‘What are the advantages 

of using outside producers for business films 
rather than an internal production unit?” 
Write for your free copy today! 


Tnguine 


copies for your use in 


mailing to interested clients 


HOLLYWOOD FILM 
ENTERPRISES, INC. 


Finest Lab Work since 1907 
6060 SUNSET BLVD. - HOLLYWOOD 28, CALIFORNIA 
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EMPIRE PHOTOSOUND 


INCORPORATED 


Films for industry and television 


1920 LYNDALE AVENUE SOUTH 
MINNEAPOLIS 5, MINN. 


FILM 
FOR TEVEVISION 
AND 


ive 


INDUSTRY 


A DIVISION OF RAPID GRIP AND BATTEN LIMITED 


1640 THE QUEENSWAY 
TORONTO 14 ONTARIO 
TELEPHONE CL 


“THE TRUE SECURITY” 


(CONTINUED FROM PAGE THIRTY-SEVEN) 


that the appearance of their Agent as Conference 
Leader for this session will lead trainees to wel- 
come further discussion of their financial prob- 
lems. 


Supervisory Film Is Keystone of Program 


In addition to Making Money Work. the train- 
ing tools of the program consist of a battery of 
skillfully carefully integrated 
audio-visual media. The keystone is a 28 minute, 
black and white film, The Time Ils Now, which 
leads off the program and focuses on its theme 


developed and 


. the need for developing inner resources. The 
Time Is Now is the case study of what happens 
to a supervisor, Clay Warren, when he is faced 
with the problem of whether or not to accept a 
promotion that offers great opportunity but at 
the same time threatens the security he has built 
in his present position. It dramatically highlights 
the question: “Where does security lie... in a 


comfortable mental foxhole or in continued 
growth?” 

Following up The Time Is Now, and develop- 
ing the specifics of management responsibility, 
are five specially prepared training film se- 
quences and three thoughtful, refreshingly-styled 
reference booklets . . 


matter for a conference training session. 


. each providing the subject 


President Cites Extensive Research Effort 


Commenting on the background steps which 
led up to this ambitious undertaking, Mutual 
Benefit President Bruce Palmer says: 

“We made a survey of five hundred major 
companies. The findings indicated that they re- 
garded lack of initiative and leadership among 
supervisory management as their most important 
Kighty-five percent also 
stated that material on financial planning would 


management problem. 


be a welcome part of a management training 
program, 

“We drew on our long experience in helping 
people develop the initiative to assume respon- 
sibility for their own financial security.” 


Pre-Tested Under “Down-to-Earth Conditions” 


“We called in management development ex- 
perts to recommend the basis for the program 
and to produce its tools.” 

“Finally, we tested our conclusions and our 
material in down-to-earth field conditions.” 

“From this came The True Security. It is not 
a prefabricated miracle pill that promises to cure 
a company’s total management development 
problems. Rather it is a set of motivational and 
training tools to supplement their own efforts in 
this direction or help them lay the groundwork 


for a supervisory program.” bad: 


SPECIAL OFFER to 


5.0.5. WILL ACCEPT YOUR OLD CAMERA OR SUR. 


PLUS EQUIPMENT AS A TRADE-IN FOR THE “ALL 
NEW AURICON PRO.600.” TIME PAYMENTS, TOO! 


S. O. S. CINEMA SUPPLY CORP. 


DEPT. H, 602 West S2nd St., N.Y.C. 19—Phone: PL 7-0440 
Western Branch: 6331 Holly’d. Bivd., Holly'’d.. Calif.—HO 7-9202 


GEO. W. COLBURN LABORATORY INC. 


(64 MORTH WACHER ORIVE*CHICAGOE 


TELEPHONE STATE 22-7316 


16mm 
SERVICES 


Synchronous Motor Drive for 
16mm Projectors 


Especially designed to drive all Bell & Howell, Ampro 
and Victor 16mm projectors at synchronous speed. 
The synchronous motor drive can be instantly attached 
to projector and taken off at any time. No special 
technical knowledge required for installation and 
mounting. 

The synchronous motor drive is complete with base- 
plate, Cannon plug for cable and power switch, and 
a set of reduction gears. 

Write for more details and prices 

Also available on special order. Synch. Motor 
Drive for all Simplex 35mm portable projectors. 


ONE YEAR GUARANTEE! immediate Delivery 
Available at leading dealers, or direct. 


CINEKAD 
ENGINEERING COMPANY 
500 West 52nd St., New York 19, N. Y. 
Plaza 7-3511 
DESIGNERS AND MANUFACTURERS OF 
MOTION PICTURE-TV EQUIPMENT 


Send for free folder of illustrated Motion Picture and 
Audio-Visual equipment manufactured by Cinekad 
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HE VISITOR from 
studios recently, looking into how films were 
produced in the most powerful, most pro- 

gressive nation on earth. When he came to us, 

visiting Business SCREEN editorial quarters as 
an appreciative subscriber, he looked pretty 
confident about his own affairs. 


overseas toured our 


“I find a good many of your people who make 
sound slidefilms, as I do, are really making pic- 
ture-lectures. They make fine visuals and then 
explain them in sound but I’m not sure they are 
really sound slidefilms as we were taught to ap- 
preciate the possibilities of that medium. 

“Why, only one or two out of a dozen firms 
were using storyboards. They seldom talked 
about depth of research. They talked like illus- 
trators, not producers. Why, we have two full- 
time psychologists on our permanent staff; we 
don’t even consider photography until we've 
thoroughly studied every aspect of our sponsor's 
known audience.” 

The man from abroad visited with us for an 
hour or more and gave far more than he got. 
The amazing thing was that he was a visitor from 
West Germany — that his company, employing 
about 40 persons, utterly specializes in the sound 
slidefilm. Laux Films in Frankfurt can’t depend 
on such excellent recording services as RCA, 
Columbia or Universal provide over here; mas- 
ters, pressings, duplicating and every step in 
production must be self-contained, Over a hun- 
dred titles have been turned out for such sponsors 
as Opel, Shell and Coca-Cola. Every program is 
an automatic 30-50 sound slidefilm and all are 
shown on a familiar American brand of equip- 
ment... DuKane. 

It does us good to hear these things, to see and 
hear from someone who finds the basic funda- 
mentals the safe, sure way in a land which can’t 


Coots Little -- Dees Lat -- 
White For Catoleg Mow | 


NATURAL LIGHTING CO. 


612 W.ELK,GLENDALE, CALIF. 
MAKERS OF THE FAMOUS 


Q@lor fran (Converter 


PROVEN BY 12 YEARS ACCEPTANCE OF 


NUMBER 3 ° VOLUME 17 ° 


afford to make mistakes and in which this much- 
neglected medium of the sound slidefilm is be- 
coming most important to selling and sales 
training. 

“There was a turn,” says Helmut Laux, “from 
the buyer's market to the more highly-competi- 
tive era we now find ourselves facing in Ger- 
many. The need is great for more attention to 
good sales techniques, to a thorough knowledge 
of the product by sales personnel and for the 
audio-visual ‘dosage’ to fit the comprehension of 
those for whom it is intended.” Ud’ 


Ampex, Bell & Howell Shares Climb on 
News of Favorable Product Developments 


* The successful Ampex demonstration of elec- 
tronic television signal recording at the recent 
Radio and Television Broadcasters’ conclave in 
Chicago (resulting in about 75 to LOO orders for 
that $50,000 picture and sound tape reproducer } 
and Bell & Howell’s subsequent demonstration of 
its new “Electric Eye” 16mm camera (April 25) 
were reflected in swift increases in the prices of 
shares of both progressive audio-visual com- 
panies. 

B&H shares were hovering around $34-$35; 
the day after the new camera was unveiled to the 
press, they began a steady climb to a recent high 
of $45, settling back to about $42-$43 and hold- 
ing firmly to that 7-point gain. Ampex shares, 
selling at $14-$17 earlier in the year, climbed 
over the 30's to a high of $34.50 after the an- 
nouncement of the magnetic tape recorder (black 
& white) for television. bad! 


Dunn Wins American Artist Medal 

* "Edge of Town,” a watercolor painting by 
Cal Dunn, owner of Cal Dunn Studios, Chicago, 
recently was AMERICAN ARTIST 
MAGAZINE Medal in the 89th annual 
exhibition of the American Watercolor Society 
at the National Academy Galleries in New York. 


awarded the 
Bronze 


Part of the recognition for Dunn's work in- 


cludes a feature article in the AMERICAN ARTIST 
Macazine. The versatile lomm film producer 
is president of the Artists Guild of Chicago. 


Heres what you ve been watting tor / 
PACKAGED LIGHTING 
So Temnific! A Studio in a Suitcase! 


TOP FLIGHT PHOTOGRAPHERS THE WORLD OVE 


1956 


Pictures that look good 
may please judges of artistic 
merit, but the Big Payoff 
that counts for sponsors 

of Ganz Productions 


is results on the screen. 


Getting action with 

motion pictures or slidefilms 
that move people or products 
is a Ganz objective that 

for 36 years has brought 


our clients results. 
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| WILLIAM J. GANZ COMPANY, INC. 
| PRODUCERS AND DISTRIBUTORS 
| : MOTION PICTURES, SLIDE FILMS 
New York 17, N.Y. 


Production Review Supplement 


Additional Listings of Qualified 
Producers of Business & Television Films 


CREATIVE ARTS STUDIO, INC. 
614 Hf Street, N.W., Washington 1, D.C. 
Phone: KREpublic 7-7152 
Date of Organization: 1940 
Milton R. Tinsle y, President 
George W. Snowden, Vice-President 
Lloyd Bb. MacEwen, Treasure? 
Arthur C. Iddings, Production Director 
Melvin M. Emde, Art Director 
Marvin J. Fryer, Aniznation and Design 


Martin S. Konigmacher, Camera-Animation , the mark of 
Frank S. Stewart, Technical Design . 
Laura C. Timmons, Office Manager excellence um 
SERVICES: Motion pictures—commercial, train 


ing, educational and informational; TV commer 
with giant colorful backgrounds cials; slidefilms and slides; charts; art work of all | @& 


commercial films 


projected through a translucent types; scripts; creative exhibits design; kit ma 
screen, changed at will by remote terials, etc. FACILITIES: 35mm and l6mm ani 
control, with the NEW mation, still, photography, titling, research and 


writing, designing and complete art service. 


GENARCO 3.000 WATT RECENT PRODUCTIONS AND SPONSORS 


SLIDE PROJECTOR tae ist CATE & MCGLONE 
Ast for illustrated portfolio 


(Automotive Safety Foundation); People, Products 
GENARCO, INC. 


and Progress, 1975 (Chamber of Commerce); Tech Silms for industry 
nical Animation (classified) for Naval Ordnance, 1521 cross roads of the world 
tists (Martin Bovey Films, Inc.). FILMSTRIPS: 
97-06 SUTPHIN BLYD Black & 
JAMAICA. WN. Y Slack & Decker Sales Training strips (VanSant 
i - cultural Workers and Recruiting Labor for Agri 
culture (U.S. Labor Dept.). TELEVISION 


ohns Hopkins, Glenn L. Martin; Seafaring Scien 

hollywood 28, california 
Tel.; Olypmia 6-6860 Dugdale & Co.); Methods of Recruitment of Agri 

SLIDES AND SHORTS: Monthly services for 


stations throughout the nation and for Armed SETHAT’S WHAT THEY'RE SAYING IN THE EAST! 
Educational * Travel ° Sport Forces Recruiting (U.S. Government); slides and “Farm it out to 


shorts for Savings Bonds (Lreasury Dept.); Home 
Building short for National Home Builders Assn. 


filmm-art” 


a complete 
animation service 
with emphasis on 


INKING 


CINESOUND LIMITED 
553 Rogers Road, Toronto, Ontario 
Phone: ROger 2-7538 
Date of Organization: 1951 


MARTIN 
BOVEY 


INC. B. J. Bach, Sr., President and 
Kb. J. Bach., Jr., Treasurer PAINTING 
CHELMSFORD D. L. Clayton, Secretary 
MASSACHUSETTS H. D. Fletcher, Executive Producer Circle 6-2426 


Desmond Brooks, Lab. Supervisor 


SERVICES: Motion picture production: l6mm 41 WEST 47 STREET . NEW YORK 36, N. Y. 
and 35mm BkW and color—industrial, documen- | 
(CONTINUED ON PAGE SEVENTY-ONE} 


SPLICES STICK WITH | ATTENTION 


Roger Wade can make A-V DIRECTORS AND 
SALES PROMOTION MANAGERS 


“Quality Is Our Master’’ 


#Kruar's WHAT THEY'RE SAYING IN THE EAST! 


film to help yu 


sell 1¢,* better! “SKINS AND SLEDS” 


A complete 16mm color and sound film 
adventure about trapping in northern 
Canada. Twenty-two minutes of adven- 
ture and education 

Excellent public relations material. Pro- 
duced 1955-56. Beaver, Mink, Fox, Ot- 
ter, Marten, Caribou, Dogsledding and 
Trail Sequences. 

Extremely reasonable in cost. 


15 West 46h ‘New Write Box 3-17A BUSINESS SCREEN 
Telephone Clrele 7 available in 1-0z.,8-oz., 16-02. bottles : 7064 Sheridan Road, Chicago 265 
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NEW AUDIO-VISUAL EQUIPMENT 


Big Sales Meetings Require 
More Powerful Slide Projection 
* In large sales meetings where, 
for example, an audience of several 
hundreds gathers in a hotel ball- 
room, the projection of giant images 
through a translucent screen can 
add very much to the success of the 
presentation. 

For these meetings a powerful 
slide projector is required to make 
the images bright and clear enough 
to hold the attention of the whole 
assembly—even the very last row. 

The 3,000-watt Genarco slide pro- 
jector has been designed for this 
rear-projection application. It pro- 
jects 4,000 lumens on the screen, a 
terrific amount of light. Placed be- 
hind the 


neither 


screen, the projector is 
visible or audible to the 
spectators. Equipped with a wide- 
angle objective lens, it can be 
placed close to the screen. The sales 
lecturer or presentation performer 
does not cast a shadow on the 
screen. 

The Genarco Slide Projector op- 
erates by push button remote con- 
trol. The button is pressed either 
by the lecturer or by a person fol- 
lowing the seript. The slides are fed 
to the projector through a maga- 
zine which of a 
dozen slides for immediate use. 


holds a reserve 
The same projector can be used 
for the projection of 3 to 6-foot- 
wide images in trade show displays. 
There, it operates continuously and 
automatically and provides anima- 
tion for the exhibit. Every 7 see- 
onds, one giant image fades out and 
is replaced by a new image. 
Construction of the slide projec- 
tor is the result of several years of 
research by a company specializing 
in the field of intense lighting. Gen- 
arco slide projectors are used by the 
United States Government and by 
many large corporations for their 
stockholders meetings, yearly sales 


promotion meetings, and regular 
sales meetings. 

Genarco, Inc., is located at 97-08 
Sutphin Blvd., Jamaica 35, N.Y. 

J. G. McAlister Dual-Purpose 
Dolly Wins an Academy Award 
ax G. McAlister, Inc., Hollywood 
manufacturer of motion picture and 
television lighting and production 
equipment and Steve Krilanovich, 
inventor, were cited by the Acad. 
emy of Motion Picture Arts & Sei- 
ence during the recent awards pro- 
gram for the development and tech- 
nical excellence of the J. G. Me- 
Alister Dual-Steering “Crab Dolly.” 
Krilanovich invented the new dolly. 

One man can quickly position 
and align the McAlister “Crab 
Dolly,” thereby greatly reducing set 
up time, the manufacturer 
This leaves the director free to in- 
troduce a wider variety of cinematic 
effects and to cut his alloted shoot- 
ing schedule. 


notes. 


In the McAlister steering system, 
both front and both rear wheels turn 
on axle spindles like the front 
wheels of an automobile. Thus, the 
dolly circles like a compass, turns 
right angles instantly, and mane- 
uvers easily. It permits the filming 
of any given scene with one con- 
tinuous shot, rather than with four 
or five set-ups. Going up or down, 
the camera remains in the same ver- 
tical plane. 

A 16-page booklet describing 
“Crab Dolly” operation in detail is 
available from: J. G. MedAlister, 
Inc., L117 North MeCadden Place, 
Holly wood, Calif. 

Arri Pan-Cinor Lens Range 

from Wide-Angle to Telephoto 
Berthiot Pan-Cinor 2.4 
varifocal lens now is available in a 
special mount for the Arriflex-l6mm 
camera, Kling Photo Corp., New 
York, has The 


(CONTINUED ON FOLLOWING 


Pan- 
PAGE) 


announced, 


COLOR SLIDEFILMS 


FOR INDUSTRY 


COLOR FILMSTRIPS 


FOR EDUCATION 


Specialized equipment and the know-how of a group of specialists who 
have worked together in producing over 550 color films. If you want 
a complete production or require specialized assistance on any production 
problem, contact Henry Clay Gipson, President . . . 


FILMFAX PRODUCTIONS, 10 E. 43, N.Y. 17, N.Y. 


COMPLETE MOTION PICTURE EQUIPMENT 


RENTALS 


FROM ONE source 


CAMERAS 
MITCHELL 


lémm 

35mm Standard 

35mm Hi-Speed 

35mm NC © 35mm BNC 


BELL & HOWELL 


Standard Eyemo ® Filmo 


ARRIFLEX 


lémm © 35mm 


WALL 


35mm single system 


ECLAIR CAMERETTE 
35mm © 16/35mm 
Combination 


LIGHTING 


Mole Richardson 
Bardwell McAlister 
Colortran 

Century 

Cable 

Spider Boxes 

Bull Switches 
Strong ARC-Trouper 
10 Amps 110V AC 5000W- 
2000W -7 50W 
CECO Cone Lites 
(shadowless lite) 
Gator Clip Lites 
Barn Doors 
Diffusers 

Dimmers 

Reflectors 


EDITING 


Moviolas Rewinders 
Tables Splicers 
Viewers (CECO) 


GRIP EQUIPMENT 
Parallels Ladders 

2 Steps © Apple Boxes 
Scrims ® Flags 

Gobo Stands 

Complete grip equipment 


SOUND EQUIPMENT 
Magnasync-magnetic film 
Reeves Magicorder 

Mole Richardson Booms and 
Perambulators 


Portable Mike Booms 
Portable Power Supplies to 
operate camera and recorder 


AURICONS 

all models single system 
Cine Kodak Special 
Maurer ® Bolex 

Blimps ® Tripods 


WE SHIP VIA AIR, 
RAIL OR TRUCK 


DOLLIES 

Fearless Panoram 
Cinemobile (CRAB) 
Platform © Western 
3 Wheel Portable 


Gamera “€Quiement ©. 


Dept. $-5-19 - 315 West 43rd St., New York 36, N. Y. 


CRAIG BIG SCREEN MOVIE VIEWER 


* Large (3/4 x 41/4 in.) hooded screen 
* Flat field projection lens and 
ground & polished condenser lens 


* Rotating optical prism shutter 

* Stainless steel film guide 

* Left to right film travel 

* Automatic lamp switch 

* Built-in frame marker 

* Focusing and framing adjustments 
* 75 watt projection lamp 


449.50 for 16 mm. or 6 mm. model 


it’s complete! 


the 


CRAIG PROJECTO-EDITOR 


@ Big Screen Craig Movie 
Viewer 


@ Folding Geared Rewinds 
(400-ft. capac.) 


@ Craig Master Splicer 


it’s portable! 


@ Complete with carry case 


only $79.50 at all dealers 


Write for illustrated literature, KALART, PLAINVILLE, CONN. DEPT. 85-5 
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EASTERN STATES 


CONNECTICUT 


Hockwell Film & Projection 
Service, 182 High St., Hartford 5. 


* MASSACHUSETTS « 


Cinema, Inc., 234 Clarendon St., 
Boston 16. 


* NEW JERSEY « 
Slidecraft Co., 142 Morris Ave., 
Mountain Lakes, N. J. 


Association Filma, Inc., Broad at 
Elm, Ridgefield, N. J. 


* NEW YORK « 
Association Films, Inc., 347 
Madison, New York 17. 


Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 


Comprehensive Service Corp., 
245 W. 55th St., New York 19. 


“rawford, Immig and Landis, 
Ine., 200 Fourth Avenue, New 
York 3, New York. 


The Jam Handy Organization, 
1775 Broadway, New York 19. 


Ken Killian Co, Sd. & Vis, Pdts. 
17 New York Ave., Westbury, 
N.Y. 


5. O. 5. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 


Films, Inc., 150 West 
5Ath St., New York 19. 
Visual Sciences, 599BS Suffern. 


* PENNSYLVANIA « 
The Jam Handy Organization, 


Gateway Center, Pittsburgh 22. 


J. P. Lilley & Son, 928 N. 8rd 
St., Harrisburg. 


Pictures, Inc., 4729 
ow St., Philadelphia 39. 


* WEST VIRGINIA « 
B. 8S. Simpson, 818 Virginia St., 
W., Charleston 2, PH 6-6731. 


_SOUTHERN STATES | 


* ALABAMA « 

Lewis M. Stone, Projector Serv- 
ice. “Specialized in Service.” 
1409 Ford Ave., Tarrant City 7, 
Ala. 


FLORIDA 


Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 


GEORGIA 
Colonial Films, 71 Walton St, 
N.W., Alpine 5378, Atlanta. 
Stevens Pictures, Inc., 10) Walton 
St., N. W., Atlanta 3. 
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NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


* LOUISIANA 
Stanley Projection Company, 
211% Murray St., Alexandria. 


Stevens Pictures, Inc., 1307 Tu- 
lane Ave., New Orleans. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 13. 
Phones: CA 8945 - RA 9143. 


MISSISSIPPI « 


Herschel Smith Company, 119 
Roach St., Jackson 110. 


TENNESSEE 


Southern Visual Films, 687 
Shrine Bldg., Memphis. 


Tennessee Visual Education 
Service, 416 A. Broad St., Nash- 
ville. 

* VIRGINIA « 


Tidewater Audio-Visual Center, 
617 W. 35th St., Norfolk 8, Phone 
Ma 5-1371. 


MIDWESTERN STATES 


* ILLINOIS « 


American Film Registry, 24 E. 
Eighth Street, Chicago 5. 


Association Films, Ine., 561 Hill- 
grove, LaGrange, Illinois. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 1. 

Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 


* IOWA « 


Pratt Sound Films, Ine., 720 3rd 
Ave., 5.E., Cedar Rapids, lowa. 


* KANSAS-MISSOURI 
Erker Bros, Optical Co., 908 
Olive St., St. Louis 1. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


* MICHIGAN « 


Engleman Visual Education 
Service, 4754-56 Woodward Ave., 
Detroit 1. 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


OHIO 


Ralph V. Haile & Associates, 
326 E. Fourth, Cincinnati 2. 


« OHIO « 


Academy Film Service 
2110 Payne Ave., Cleveland 
14, 

Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

The Jam Handy Organiza 
310 Talbott Building, Dayton 2. 

Twyman Films Inc., 400 West 
First Street, Dayton. 

M. H, Martin Company, 1118 
Lincoln Way E., Massillon. 


WESTERN STATES 


CALIFORNIA 
LOS ANGELES AREA 


Donald J. Clausonthue Co., 1829 
N. Craig Ave., Altadena 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 


Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 
wood 28. 


The Jam Handy Organization, 
1402 Ridgewood Place, Hol- 
lywood 28. 


Ralke Company, 829 S. Flower St., 
Los Angeles 17. 
5.0.5. Cinema Supply Corp. 


6331 Hollywood Blvd., Holly’d 28. 
Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 4. 
SAN FRANCISCO AREA 


Association Films, Inc., 351 Turk 
St., San Francisco 2, 


Westcoast Films, 350 Battery St., 
San Francisco 11. 

* COLORADO « 

Dale Deane’s Home Movie Sales 
Agency, 28 E. Ninth Ave., Den- 
ver 3. 

OKLAHOMA 

Cory Motion Picture Equip- 
ment, 522 N .Broadway, Okla- 
homa City 2. 

OREGON « 

Moore’s Motion Picture Service, 
83 N. W. 9th Ave., Portland 
9, Oregon. 

TEXAS « 


Association Films, Inc., 1108 
Jackson Street, Dallas 2. 


George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 


UTAH 


Deseret Book Company, 4 E. So. 


Temple St., Salt Lake City 10. 


NEW EQUIPMENT: 


Inc., 


| * Needs only 1 gal. of solution! 
| * Stainless steel 


| write Dept. 8 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION | 


(CONTINUED FROM PAGE 69) 
Cinor is described as the only lens 
on the market with a range that 
extends from the focal length of a 
wide-angle lens to that of a tele- 
photo lens. 

The Arri Pan-Cinor is variable 
from focal 
lengths. A finger-tip lever controls 
the varifocal action. Sharp focus is 


17.5mm to 70mm 


maintained while the focal length is 
being changed during filming. The 
simplicity and speed with which the 
lens can be adjusted enables the 
cameraman to exercise absolute con- 
trol over the composition of the pic- 
ture, thus making it easy to follow 
moving subjects. By varying the 
focal length of the lens, “dolly” ef- 
fects can be obtained without hav- 
ing to move the camera. 

Pan-Cinor takes advantage of 
Arriflex through-the-lens focusing 
and viewing and requires no auxil- 
iary viewfinder system. Seven defi- 
nite focal lengths can be pre-set on 
calibrated 
lengths can be set by interpolation. 

Priced at $399.75, the Arri Pan- 
Cinor comes equipped with a lens 
shade and filter adapter for Series 
filters. 
tion, write: Kling Photo Corp., 257 


Fourth Ave., New York 10, N.Y. & 


scale; intermediate 


For further informa- 


WATSON peveiesine 
Developing Outfit 
* Simple, Uniform, Economical and Speedy! 
* Process up to 200 ft (16-35 or 
70mm film) . . . immediately! 


tanks, reels, 
scratchproof loader! 

* Guaranteed prices from $49. 

Procession booklet & 96 pg., 

58th Annual Equip. Catalog— UO 


BURKE & JAMES, INC 


Wabash Chicago 4, 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 
guaranteed. Complete studio and 


| laboratory services. Color printing 


and lacquer coating. 


ESCAR 
MOTION PICTURE SERVICE, 


7315 Carnegie Ave., 
Cleveland 3, Ohio 


BUSINESS SCREEN MAGAZINE 
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those who know.. 


Focus on Da-Lite’ 


The Quality Line Since 1909 oe 


ttm 
Model “B 


*Trade Mark 


a wall and ceiling slide and movie screen 
at a BUDGET PRICE! 


Truly an investment in Projection Perfection . . . 
makes teaching . . . learning . .-. easier and 
remembered longer! 


SEE IT NOW! New White Magic glass-beaded 
mildew and flame-resistant fabric makes your 
pictures LIVE! New decorator-chosen copper- 
bronze colors! 


From 30°x40" to 72"x96”" 
$13.50 to $70.00 


Perfection in Projection Since 1909 


® 


DA-LITE SCREEN COMPANY 


2711 N. Pulaski Rd., Chicago 39, Ill. 


DAN KLUGHERZ 


Film Writing - Directing 


Once Too Often — prize winning safety film 
The Fist Forty Days — prize winning 
documentary film 

Headquarters, USA — on Washington, D.C 

Films for conveying ideas, attitudes and in- 
formation . . . Recent subjects: A New Type 
of Paint (Rohm & Hass); Safety at Grade 


| 


Crossings (Reading Railroad); The Statue 


of Liberty (Dept. of Defense ); etc. 


HUnter 2-5737 


48 Arrandale Avenue « Great Neck, N.Y. 


G 


Library 


A SUPERB COLLECTION OF 
MOOD AND BRIDGE MUSIC 


For Details Write: 


AUDIO-MASTER Carp. 
17 East 45th St. - 


New York 17, N. Y. 


NUMBER 3 * VOLUME 


17 


(CONTINUED FROM PAGE SIXTY-EIGCHT)} 


tary, training, customer and public relations, sales 


presentations, Sound slidefilms in B&W 
1\ 


and color 
lomm 
processing and printing 10 x 50 x 
16 complete 
sound recording facilities with Reeves optic sound 
with Maurer F Prime galvonometer, 16-35mm and 
|-4-inch magnetic recording and playback, 6- chan 
nel mixing control with l6mm film and magnetic 


and films for television. 
FACILITIES 
60,000 watts lighting, 


commercials 


sound stage, 


multiple dubbers and disc play-back, l6mm and 
35mm studio cameras synchronized tor doubk 
system sound; on-location equipment: l6mm and 


$5mm double system sound camera for lip-syne, 
Laboratory 
lab 
three Houston processing units for reversal, posi 
tive Bell & Howell model 
l6mm step-printer and Peterson 


using magnetic film for sound com 


plete sensitometric controlled using 
and fine grain negative; 
JA 16mm printer, 
color printer 


FLETCHER FILM PRODUCTIONS 

553 Rogers Road, Toronto, Ontario 
Phone: ROger 2-7338 
Date of Organization 
Howard D. Fletcher, 

(See Cinesound Ltd. for services, facilities) 
RECENT PRODUCTIONS AND SPONSORS 
Santa Claus Parade (1. Eaton Co, Ltd.); Built for 
(Jaguar Cars Ltd., Austin Motor Co, of 
Canada Lid., Morris Motors Lad., Standard Motor 
Car Co, Ltd.); Electronics in Canada (Radio-Ele« 
tronics: Lelevision Manufacturers Association); Op 


1954 


Executive Produces 


Pleasure 


eration Natural and (in production) What's Your 
Rating (Consumer's Gas Co.); Cavalcade of Thrill 
Drivers (in production) Partners in Selling 
(Dunlop-Canada_ L1d.); (in pro 
duction) (British-American Oil Co, Ltd.); Religion 
(series of 13 hallt-hour BeW television 
dramas—in production). 


Island Salesman 


in Canada 


1956 Production Review Corrections 


Robert Yarnall Richie Productions, Inc. 
9 West 6lst Street, New York 25, N.Y. 

Re: listing on page 102, delete the names of W. 
F. Bryant, Jr., Vice-President and Production Man 
and Eleanor D. Frommett add the 
Dorothy Donahue as Secretary, Gull Coast 
Inc., ol Yarnall Richie 
Productions listing, is separately designated as 


Gulf Coast Films, Inc. 
Oil & Gas Building, Houston, Texas 
Phone: CApitol 5-547] 
Robert Yarnall Richie, 
(New York Othce: 9 West 6lst Street, 
New York 23, N.Y. Circle 60191) 


Knickerbocker Productions, Inc. 
1600 Broadway, New York 19, N.Y, 
Re: listing on page 99; Charles R. Sent is not Edi 
torial Chief at Knickerbocker Sent 
is a tree lance editor 


ager Secretary, 
name 
included 


Films, as part 


President 


Productions 


S. W. Caldwell, Ltd. 
147 Jarvis Street, Toronto, Ontario 


Re; listing on page 134—Section on Branch Otheces 


should begin: 518 McIntyre Block, Main St, Win 
nipeg 2, Manitoba. Phone: 924643. Mr. Harold 


Baldock. 


VIDEO FILM LABORATORIES 
Complete Laboratory 16MM Service for 
Producers Using Reversal Process 
Also 16MM Negative and Positive Developing 
Write for Price List 
Video Film Labs are now located at 
350 W. 50th St, New York 19. JUdson 6-71% 


Compco reels and cans offer you more plus value 
than any other! They combine an unusual durable 
quality with an attractive scratch resistant enamel 
finish that puts them in a class by themselves! 
They’re the only reels manufactured under “pre 
cision control” methods. Made of tempered, spring 
type steel, with die-formed sides—they won't warp, 
bend or twist and completely eliminate film 
wearing rubbing during projection and rewinding. 
Whether you're storing, shipping or showing 
Compco reels and cans give you that “safe for 
life’ protection your precious films need, Insist on 
Compeo for the finest in reels and cans, 


COMPCO CORPORATION 


2275 W. St. Paul Ave., Chicage 47, llinois 


ART4yVIDEART 
ANIMATION 


TITLES 
OPTICAL PHOTOGRAPHY 


COLOR or B&W — 16 of 35MM 


343 LEXINGTON AVE. 
NEW YORK 16, N.Y. 
LExington 2:7378-9 


550 fifth avenue 


| | LIFETIME | 
| | REELS & CANS 
wn visual directors than any other! | _— 
M Da-Lite | | | 
| 
| 
| INSIST ON... | 
| 
| 
| | | : 
| | 
| | | 
| | 
: 
— SAM ORLEANS PRODUCTIONS 


The BUSINESS SCREEN Bookshelf 


A Numeen ov Rerenences on 
various phases of film produc- 
tion and use are available to the 
sponsor and producer of audio- 
visual media, These references in- 
clude primers, analytical and critical 
studies, handbooks and manuals. 
Volumes listed below are avail- 
able by mail order from the Bust- 
NESS SCREEN BOOKSHELF service at 
our Chicago editorial headquarters. 
Recommended as particularly 
helpful among the works on pro- 
duction are: 
American Cinematographer 
* Hand Book and Reference 
Guide, by Jackson J. Rose, Amer- 
ican Cinematographer, (Ninth Edi 
tion), 33] 
photographic methods, materials 
and equipment, ($5.00), 


pages: Basic facts on 


USE ORDER NUMBER 10! 


l6mm Sound Motion Pictures, 
* by W. H, Offenhauser, Jr., 
Inter-ecience Publishers, Inc., 565 
pages: a manual treatment of Lomm 
production, useful to the profes- 
sional or amateur, ($11.50), 


USE ORDER NUMBER 103 


Handbook of Basie Motion Pic- 
* ture Techniques, by Emil bE. 
Brodbeck, McGraw-Hill Book Com- 
pany, Ine., 307 pages: A statement 
of film production 
($6.50), 

USE ORDER NUMBER 105 


fundamentals. 


The Recording and Reprodue- 
* tion of Sound, by Oliver Read, 
Howard W. Sams & Co., Ine., 800 
pages: A competent and thorough 
examination of sound recording in 
its several phases, ($7.95). 

USE ORDER NUMBER 106 


The Technique of Film Editing, 
* compiled by Karel Reisz, Farrar, 
Straus and Cudahy, 262 pages: An 
analysis of film editing problems by 
10 experienced film makers as com- 
piled by Karel Reisz for the British 
Film Academy; guidance for film 
editors and television directors. 
($7.50). 
USE ORDER NUMBER 108 


DETACH AND MAIL WITH YOUR CHECK TO 


Preparation and Use of Audio- 
* Visual Aids, by Haas and Pack- 
er, Prentice-Hall, Inc., 381 pages: 
Instructions and suggestions on the 
effective preparation and use of 
visual-aids, ($6.65). 


USE ORDER NUMBER 109 


The Dollars and Sense of Busi- 
* ness Films, by the Films Steer- 
ing Committee of the Association 
of National Advertisers, 128 pages: 
Analysis of the cost and circulation 
records of 157 sponsored films. 


USE ORDER NUMBER 301 


The Film in Industrial Safety 
* Training, by Paul R. Ignatius, 
Harvard University Press, 119 
pages: An explanation of how films 
can aid in achieving a good safety 
record; a discussion of problems in- 
volved, ($1.50). 
USE ORDER NUMBER 302 


The Use of Training Films in 
* Department and Specialty 
Stores, by Harry M. Hague, Har- 
vard University Press, 147 pages: A 
study of film use in retail training 
which cites obstacles to be avoided 
or overcome, ($1.50). 


USE ORDER NUMBER 303 


® Worthwhile books on educational 
aspects of audio-visual use include 
such texts as: 


Audio-Visual Methods in Teach- 
* ing, by Edgar Dale, Revised Edi- 
tion, The Dryden Press, 520 pages: 
which reviews the audio-visual field; 
a guide to theory and _ practice. 
($6.25). 


USE ORDER NUMBER 401 


Audio-Visual Materials, by Wit- 
* tich and Schuller, Harper & 
Brothers, 554 pages: An exposition 
of the nature and use of audio-visual 
materials, ($6.15). 


USE ORDER NUMBER 402 


BUSINESS SCREEN BOOKSHELF 


7064 SHERIDAN ROAD 


Please ship the following (indicate by number) 


Nome 
Firm or School 
Address 


City 


CHICAGO 26, ILLINOIS 


Total amount enclosed $ 


Zone State 


BOOKS WILL BE SHIPPED POSTPAID IF CHECK ACCOMPANIES ORDER 


VEW EQUIPMENT: 


5.0.5. Shows a New Hydraulic 
Camera Crane: It’s the Giraffe 
* Another new 5.0.8. product is a 
hydraulic camera 
crane called the Giraffe because of 


new low cost 


its long flexible neck. It features an 
aerial platform which supports a 
load up to 450 pounds. This holds 
a cameraman, his equipment and 
even an assistant for making shots 
from high angles, especially in re- 
mote locations. No outriggers are 
necessary. 

The Giraffe Camera Crane is self- 
contained and operates independ- 
ently of the truck or chassis on 


Giraffe Crane in Action 


which it is mounted, It can also be 
placed on a barge, dock, trailer, 
railear, ete. The crane may be raised 
to heights up to 40 feet in a few 
seconds. The platform may be ro- 
tated continuously or intermittently 
a full 350 degrees at any point. No 
time is wasted reversing direction 
to reach any spot, even a few feet 
away. The hydraulic motor gives 
instant, positive and controlled 
swing or rotation simply by moving 
a control lever. 

The versatile new crane need 
never be idle. Set construction, light- 
ing maintenance, roofing, painting, 
and other overhead jobs can be 
easily accomplished—it can even 
be useful in fire-fighting. Full in- 
formation on both the $.O.S. tri- 
pod and the Giraffe camera crane 
may be obtained from 5.0.S., 602 
West 52nd Street, New York, or 
6331 Hollywood Boulevard, Holly- 


wood, 


Radiant Screen Line Designed 

for Wide-Frame Visual Use 

* A complete line of portable tripod, 
wall hanging and frame-type pro- 
jection screens which accommodate 
wide-screen photography have been 
announced by Radiant Manufactur- 
ing Corp., 2627 W. Roosevelt Road, 
Chicago. 

The new sereens are designed to 
give high quality reflection in all 
aspect ratios from the normal ratio 
of 1.33 to 1 (width to height), to 
a full ratio of 2.66 to 1. 

Radiant offers tripod screens for 


use in projecting extra-wide pictures 
in sizes up to 96 inches. Wall and 
ceiling screens are available in 
standard sizes from 5 inches. 

A light weight aluminum-frame 
screen, in sizes from 4x 10 feet to 
8 x 20 feet, or larger, can be “flown” 
from an auditorium ceiling or used 
as a floor screen with its self-con- 
tained legs. The screen is available 
with Radiant matte-white, glass- 
beaded or Superama Silver fabric. 


* * 
Quick Versatility Featured 
in AK 16mm Movie Camera 
® Engineering and design advances 
are reported for the AK (16mm) 
motion picture camera, distributed 
by Hanimex (U.S.A.), Inc., of San 
Francisco and New York. Features 
and performance characteristics in- 
clude: 

A reflex finder which provides 
constant “through the lens” viewing 
during picture shooting; unre- 
versed, upright focusing image, 
identical in size with the future 
screen picture, free from parallax 
error. 

A variable shutter, fully ad- 
justable, from 0 to 180 degrees 


The “AK” 16mm Camera 


which allows fading in and adjust- 
ing up to speeds of 1/380 second. 

(Juick-change magazines which 
are interchangeable in 5 seconds, 
fully loaded, ready to shoot, avail- 
able in various film lengths. 

Coupled lens apertures: the 
three lens turret allowing for rapid 
change of picture ratio and angle of 
field. All three iris diaphrams are 
coupled to maintain constant ex- 
posure as lenses are rotated on the 
turret, 

High speed Zeiss lenses: 12.5 
mm F:2.8; 25mm F:1.4; 50mm F: 
1.4. 

Governor control motor to in- 
sure accurate frame speeds: a 12- 
volt battery which permits one bat- 
tery load to last for approximately 
10,000 feet of film on one charge. 

The manufacturer's offices are at 
585 Market Street, San Francisco. & 


Bound Business Screen Volumes 
* Complete bound volumes of all 
1954 and 1955 issues of Business 
SCREEN are available at $7.50 post- 
paid, Order today. 
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Now, for the first time, one editing machine 
runs 16mm film and 35mm film simultaneously 
with 16mm magnetic-optic and 
17¥eamm magnetic or 35mm magnetic-optic 


Rewinding operations 
simplified by a high speed 


Marhing and retouching ewind on picture head, 
4 low-speed rewind on 
ae 50% easier! Optical unit h 
foot pedal trol 
revealing the entire treme, idea in foot pedal contro! 
unobstructed! 
The EDIMAC cuts editing time up to 30% 
Nothing is complicated. Every operation a 
is simple, quiet, easy for anyone familiar oa 
with standard equipment. The principle’s 
the same. But what an improvement! ud 
EXCLUSIVE 
WRITE TODAY FOR FULL YEAR GUARANTEE! as 
COMPLETE INFORMATION, J. G. McAlister guarantees the new 
including price F.0.6. Factory EDIMAC against all mechanical defects we 
= and free descriptive booklet for one full year. No other editing Adjust picture brilliancy at 
equipment manufacturer can promise ine torn of dial. 
Be The newest, most advanced such trouble-free performance ste uve tim with Variable light control aids 
lighting and production in pre-viewing light 
equipment is made by solute safety. Magnetic ME and dark prints ee 
is head never touches film 
J.G4.McAlisterx inc. a while optic is in use 
(sales & rentals) | 
1117 North MeCadden Place a 
Hollywood 38, California ; 
that's net all. Scores of ether important features bees! 


eblems 


Miss Jo Van Fleet wins Academy Award for 
“Best Supporting Actress” in “East of Eden;’ 
Warner Brothers. 


J. G. McAlister Dual Steering “Crab Dolly’ 
invented by Mr. Steve Krilanovitch, wins Academy 
, Award for “Best Support of Camera” from 
Academy of Motion Picture Arts & Sciences. 
The J. G. McAlister “Crab Dolly” is being used 
in all motion picture studios. 


= 
= 
| 
TWO DOLL(IE)S WIN SUPPORTING AWARDS 
} 


THE AMERICAN SOCIETY 
OF MECHANICAL ENGINEERS 


presents 


"To Enrich Mankind’ 


Bh oping to meet the nation’s critical shortage 

ol engineers, the American Society ol Mechanical 

= Engineers has sponsored a spirited motion 

picture, “To Enricn Manking,” which is being 

shown « urrently on television and non-theatrically 

throughout the United States. 
Distributed by Jam Handy, this picture explains 
centuries of engineering progress. 


For help in presenting your business 


story entertainingly, call on . .. JAM HANDY 


Dramatizations « Visualizations Presentations Motion Pictures Slidefilms « Training Devices 
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